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ABSTRACT

Convention & Visitors Bureaus’ Services under Review:
The Meeting Planners’ Perspective
by
Karin Weber
Dr. Wesley S. Roehl, Examination Committee Chair
Professor o f Tourism
University o f Nevada, Las Vegas

Convention tourism represents one o f the fastest growing segments o f the tourism
industry. Yet, it is only in recent years that more research attention has been directed
towards this industry segment in view o f its growth rate and significant economic
contribution. This study focused on the relationship between meeting planners and
Convention & Visitors Bureaus (CVBs). It assessed meeting planners’ usage o f CVB
services and their perceptions o f these services. Two self-completion questionnaires, for
users and non-users o f CVB services, were designed and administered via the Internet.
Data was collected firom 206 meeting planners. Results o f the study indicated that the
quality o f service provided by CVBs, for both free and foe-based services, fell significantly
short o f meeting planners’ expectations. That was especially the case for service reliability.
The misperception o f CVBs providing assistance to large conventions only was found to
still prevail, particularly among non-users o f CVB services.
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CHAPTER 1

INTRODUCTION
The meetings, incentives, conventions, and exhibitions (MICE) industry
represents one o f the fastest growing segments o f the tourism industry, both in a global
and country specific context. Touche (1995), in its follow-up study on the 1991 report for
the Convention Liaison Council (CLC), found that in the United States the industry’s
total direct spending in 1994 totaled US$ 82.8 billion, a rise o f 7.2% compared to 1991. It
generated more than US$12.3 billion in sales and income taxes. The industry’s direct
employment impact was estimated to be 1.57 million FTE (full time equivalent) jobs.
Conventions and exhibitions accounted for 63.1% o f total spending. Finally, associationsponsored events contributed US$ 56.1 billion or 67.8% in direct spending.
More recent figures on the size and economic contribution o f the MICE industry
in the United States are provided by M&C’s Meetings Market Report 1998. The study,
conducted by M arket Probe International every two years, revealed that total spending in
1997 amounted to US$ 41.8 billion. The overall number o f meetings increased by 8 %.
Spending on association meetings has risen by 19%, and attendance at those meetings has
also increased by 19% compared to the previous year (Braley, 1998). An alternative
source. Successful Meetings (1998), estimated that the industry generated US$ 112.7
billion in direct spending in 1998. While each o f the three sources assessed the industry
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in different years, the reliability o f some o f these statistics has to be questioned. In
particular, the decline in spending from 1994 to 1997 appears questionable with the
industry expanding rather than contracting over the time period. Nevertheless, all sources
are in agreement that conventions and meetings account for the greatest share o f the
industry. Yet, as already noted by Oppermann (1996a, p. 11), “despite its economic
significance relatively little academic research has been conducted in this field”.
Associations, host locations, and attendees are considered the major players in
convention tourism (Oppermann & Chon, 1997). Convention & Visitors Bureaus (CVBs)
represent an important element o f the host location. They are destination marketing
organizations (Morrison, Bruen, & Anderson, 1998) whose primary purpose is to
“develop an image that will position their cities [or regions] in the marketplace as a
viable destination for meetings and visitors” (Gartrell, 1994, p. 20). CVBs also perform
several tasks in the convention/meeting planning and execution process for meeting
planners, one o f their primary customers.

Problem Statement
Previous research on convention tourism has mainly focused on two o f the main
players, namely association meeting planners and convention delegates. Issues addressed
in these studies include meeting planners’ site selection process, their destination images,
and use o f destination information, and attendees’ convention participation decision
making process (Bonn & Boyd, 1992; Clark, Evans, & Knutson, 1997; Crouch & Ritchie,
1998; Grant, 1994; Oh 1992; Oppermann, 1996b; Oppermann, 1998; Vogt, Roehl, &
Fesenmaier, 1994). However, Convention & Visitors Bureaus, and the issue o f service
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quality o f CVBs, as perceived by meeting planners in particular, have to date not been
researched in a systematic and comprehensive manner.
In recent years there has been an increased interest in service quality. This is due
to its apparent relationship to costs (Crosby, 1979), profitability (Rust & Zahorik, 1993),
customer satisfaction (Bolton & Drew, 1991), customer retention (Reichheld & Sasser,
1990), and positive word o f mouth. CVBs face numerous marketing and fimding
challenges, and the provision o f the highest level o f service quality can be a critical factor
in an environment where competition among destinations for meetings and tourists
intensifies.
It is o f particular concern then that at a time when the benefits o f service quality
have been recognized, numerous articles in trade publications (Baratta, 1995; Braley,
1998; Grimaldi, 1997) point to meeting plaimers’ underutilization o f and/or
dissatisfaction with the services o f CVBs. Yet, these articles are based m ostly on
anecdotal evidence. Empirical evidence that can either refute or substantiate such
concerns is missing. This research seeks to address this research gap.

Goal and Objectives o f the Study
The goal o f this study is to gain greater insight into the relationship between
meeting plaimers and CVBs. The study focuses on meeting planners’ perceptions o f
CVBs’ services, especially relating to their level o f quality. It is, however, not confined to
establishing meeting planners’ perceptions. Their actual behavior will also be assessed.
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The specific objectives o f the study are:
1

. to determine m eeting planners’ frequency and changes in frequency o f use o f
CVB services in general and o f specific CVB services;

2

- to examine emerging trends in meeting planners’ site selection that affect
CVB services;

3. to establish w hether significant differences exist between meeting planners’
expectations o f CVB services in general and their perceptions o f the
performance o f the CVB they had used most recently;
4. to identify determinants o f planners’ overall service quality perceptions.
5. to ascertain how the CVBs o f the major U.S. convention cities compare in
terms o f meeting planners’ overall satisfaction with their services;
6

. to examine the effect o f CVBs’ recommendation o f suppliers on meeting
planners’ subsequent use o f CVB services; and

7. to establish m eeting planners’ reasons for not using CVB services.
In order to attain these objectives, the research problem has been broken down
into the following research questions:
1. W hat are the various services provided by CVBs to meeting planners?
2. How do meeting planners rate each o f the critical service aspects in terms o f
expectations for CVB services in general?
3. How do meeting planners rate each o f the critical service aspects in terms o f
perceptions for services o f the CVB used most recently?
4. What are the determinants o f planners’ overall service quality perceptions?
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5. What is the level o f meeting planners’ satisfaction with the services o f CVBs
o f the major U.S. convention destinations?
6

. Following a positive/negative experience with a supplier recommended by a
CVB, will a meeting planner use CVBs in general and/or the specific CVB
more/less firequently?

7. To what extent contribute certain factors to planners not using CVB services?

Research Hypotheses
The research hypotheses presented below are based on research findings
discussed in the review o f the literature and relate to the quality o f service o f CVBs,
meeting planners’ level o f satisfaction, and the impact o f CVBs’ recommendations
regarding suppliers on meeting planners’ subsequent behavior.
Hi

Meeting planners’ expectations o f individual service quality dimensions
for CVBs in general will not differ significantly.

Hz

Meeting planners’ perceptions o f individual service quality dimensions
will differ significantly for different CVBs.

H]

Meeting planners’ overall level o f satisfaction with services provided by
different CVBs will differ significantly.

H4

Following a positive experience with a supplier recommended by a CVB,
a meeting planner will use the referral services o f CVBs in general more
firequently.

H5

Following a negative experience with a supplier recommended by a CVB,
a meeting planner will use the referral services o f CVBs in general less
firequently.
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Study Scope
Meeting Professionals International (MPI) - the organization from which the
sample was drawn - is the world’s largest association o f meeting industry professionals. It
has more than 17,000 members in 64 countries. This study is, however, confined to an
assessment o f meeting planners in the United States and Canada. Therefore, only meeting
planners located in these two countries were contacted with personalized messages. The
four responses from meeting planners from countries other than the United States and
Canada, that resulted from MPI’s “email blast,” were eliminated prior data analysis.
Meeting planners having access to both email and the Internet was a fiirther
requirement for inclusion in the study. The stipulation o f sample members having both
email and Internet access was necessary since the study utilized the Internet as the survey
medium. Contact with meeting planners was established via email, inviting them to
participate in the study. Since about 90% o f M PI’s meeting planners have access to these
media, potential bias was regarded as a relatively m inor issue.
MPI has a very strong representation o f corporate meeting planners among its
membership, compared to association meeting plaimers. In contrast, the Professional
Convention Management Association (PCIvIA), the other major meeting planner
association in the United States, has a stronger contingent o f association meeting
planners. Due to the nature o f corporate and association meetings, to be discussed in
more detail in Chapter 3, it is conceivable that association meeting planners utilize the
services o f CVBs to a greater extent than corporate planners. Nevertheless, MPI was
chosen as the sampling frame, for two reasons.
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First, in recent years CVBs have focused more closely on corporate planners as a
viable target market for their services. However, there is still a lack o f awareness o f the
services offered by CVBs and the misperception that CVBs are only interested in
servicing large, city-wide conventions still prevails (Grimaldi, 1997). Surveying MPI
members allows gaining insight into the extent to which CVBs have been effective to
date in their quest to target corporate planners, in addition to obtaining service
evaluations, from both corporate and association meeting planners..
Second, the researcher, immediately prior to conducting the survey for this thesis,
had surveyed PCMA members for a different research project. The administration o f a
second lengthy questionnaire within a short time period was perceived to result in
respondent fatigue and a higher level o f non-response error than could be expected for the
administration o f only one questionnaire.
Finally, the study relates to an evaluation of the services o f Convention & Visitors
Bureaus only. No attempt was m ade to assess the activities o f State and/or National
Tourist Offices.

Study Limitations
MPI has contracted an outside agency to organize and execute email blasts to its
members. In view o f the substantial cost for email blasts charged by the agency to MPI,
the number o f email blasts relating to the survey was limited to two. The sample size for
personalized messages to meeting planners was set at 500 members only in view o f the
high reach o f meeting planners via email blasts and the anticipated high number o f
respondents from this method o f survey distribution.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

8
Significance o f the Study
This study will offer greater insights into the relationship between meeting
planners and CVBs. Additional implications o f the study include the following:
1. Study results can assist CVBs to identify areas for improvement in the
provision o f their services. As a consequence, CVBs may be able to play an
even greater role in attracting and servicing conventions in the particular
destination, with the potential for substantial economic contributions for the
community due to increased visitation.
2. The results o f the study will also be o f interest to independent firms that
service conventions (e.g.. Destination Management Companies, Third Party
Housing Providers). Awareness o f perceived strengths and weaknesses o f
CVBs’ service provision will allow them to review and if required, adjust
their marketing strategies and compete more effectively with CVBs,
specifically in terms o f fee-paying services. Thereby, the overall quality o f
services available to meeting planners in the particular destination can be
improved.
3. The exploratory investigation o f the liaison role o f CVBs, in some aspects
similar to an intermediary (e.g., travel agent), and specifically the impact o f
recommendations on subsequent custom er behavior, may open up this area for
further investigation.
4. The survey instrument utilized for this study m ay be used in follow-up
studies, expanding the cross-sectional research design adopted for this study
into a longitudinal one that would allow the detection o f trends.
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Defiratîoa o f Terms
MICE Industry - abbreviation for Meetings, Incentives, Conventions, and Exhibitions
Industry (Dwyer & Forsyth, 1996)
Conventions - special interest meetings open to the entire membership o f the sponsoring
organization or association. These events differ in size from meetings, with the average
delegate number for conventions being substantially higher than the number o f attendees
for meetings. Conventions usually include general sessions, committee meetiugs, and
exhibits. They are information-giving in nature. (Astrofif & Abbey, 1998)
Meetings - off-site gatherings o f corporations and associations that require attendees to
stay overnight. Corporate meetings include sales meetings, new product introductions,
training seminars, and management meetings. Association-sponsored meetings can be in
the form o f educational and technical seminars, board and committee meetings, and
chapter meetings. (Astroff & Abbey, 1998)
Meeting Planner/Meeting Manager - person whose job it is to arrange every aspect o f
planning and conducting a meeting or convention. (Polivka, 1996)
Convention & Visitors Bureau (CVB) - a marketing organization representing a
community in the solicitation and servicing o f all types visitors to that destination.
(Polivka, 1996)
First tier versus second tier convention cities - a city’s total number o f hotel rooms, the
size o f the city’s convention center, and the city wide hotel rack rates are regarded as the
major indicators differentiating first tier from second tier convention cities (Shure, 1997)
First tier cities typically possess sufficient hotel room inventory to accommodate
very large, citywide conventions, have “mega-centers” to facilitate the needs o f the
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largest association tradeshows, and city wide rack rates are higher than in second tier
cities. Las Vegas, Chicago, Washington, New York, and San Francisco are examples o f
first tier cities.
Second tier cities are suburbs o f m ajor cities and smaller cities that offer the
meeting planner an attractive location and at the sam e time provide less costly
accommodation and transport (Astroff & Abbey, 1998). Room inventory is often not
sufficient to accommodate large, citywide conventions, and the number o f meeting
facilities is substantially less than in first tier cities. Albuquerque, Minneapolis,
Milwaukee, and Cleveland are examples o f second tier cities.
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C H A PT ER !

LITERATURE REVIEW
The development o f the MICE industry and the changes that have taken place in
the last decades are discussed in the context o f the United States. The characteristics o f
and relationships between two major players in convention/meeting tourism, CVBs and
meeting planners, are discussed. The issue o f service quality and the related construct of
customer satisfaction are first discussed in general. Then, research on both concepts
pertinent to the various sectors o f the tourism industry is presented, including airlines,
travel agents, tours, national tourist offices, hotels, and restaurants. Concepts integral to
the provision o f service quality and customer satisfaction are discussed.

The MICE Industry - Reliability o f Statistics
Prior to discussing the importance o f the MICE industry in a country specific
context, it is important to point to the scarcity o f reliable statistics (Smith, 1989;
Zelinsky, 1994). Rockett and Smillie (1994, p.49) provide some o f the principal reasons
for this occurrence.
They are
1

2

. the fragmentation o f industry sectors (in terms o f both geography and markets);
. the lack o f consensus on terminology and definition;

11
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3. the difficulty to measure certain segments o f the industry; and
4. the sensitivity and consequent non-disclosure o f the information on certain activities.
These factors contribute to wide discrepancies in estimating the size and the
economic contribution o f the industry, both on a global and country-specific scale. The
Union o f International Associations (UIA) has collected statistics on international
conferences for the past 40 years. International conferences, however, account for only a
small share o f the industry and as noted by Oppermann (1996a, p. 12), “the statistics are
only as good as the data provided by the respective organizations.” The problem o f
unreliable statistics and the consequent underestimation o f the industry’s activity and its
contribution to the economy have also been lamented by Zelinsky (1994) in the context
o f the United States. This is despite the fact that the United States is perceived as most
advanced in the recognition and quantification o f the MICE industry (Rockett & Smillie,
1994). Consequently, the information provided in the following section should be treated
with caution.

Top Convention Cities in the United States
The United States is the leading country with respect to hosting conferences
organized/sponsored by international organizations (UIA, 1999). The num ber o f large
national conferences with international participation is, however, much higher. Zelinsky
(1994) provided a detailed comparison o f the ranking o f U.S. convention sites in 1964-65
and 1990-91, based on the estimated number o f international and national convention
participants (Table 1). This comparison pointed not only to the dramatic increase in the
number o f conventions and estimated participants, particularly in metropolitan areas, but
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also to the significant changes in the ranking o f these cities. He, furthermore, noted that
the ranking o f a city is neither influenced by the size o f its population nor its hinterland
population.

Table 1
Top Convention Cities in the United States bv Estimated Number o f Participants in
1964-1965 and 1990-1991
Rank

1964-65
1
Chicago
2
New York
3
Washington
4
Miami
5
Atlantic City
6
Los Angeles
7
Philadelphia
8
Detroit
9
San Francisco
1 0
Cleveland
1 1
Dallas
1 2
Denver
13
St. Louis
14
Portland
15
Minneapolis
16
New Orleans
17
Kansas City
18
Pittsburgh
19
Boston
2 0
Las Vegas
2 1
Houston
2 2
Memphis
23
Cincinnati
24
Louisville
25
San Antonio
26
Indianapolis
27
Seattle
28
Buffalo
29
Milwaukee
30
Oklahoma City
Source: Zelinsky, 1994

1990-91
Washington
New Orleans
Chicago
Las Vegas
Atlanta
San Francisco
Anaheim
Orlando
Dallas
Boston
New York
San Diego
San Antonio
Nashville
Los Angeles
Seattle
Houston
Phoenix
St. Louis
Kansas City
Cincinnati
Denver
Baltimore
Indianapolis
Detroit
Philadelphia
Miami
Minneapolis
Salt Lake City
Louisville
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Trend from First to Second Tier Cities
Several authors (e.g., Braley, 1998; Dobrian, 1998; Kom, 1998; Share, 1998)
have commented on the increased interest to host conventions in second tier cities rather
than first tier cities and identified potential reasons for this trend. The improved economic
conditions in the United States in recent years resulted in record levels o f business and
leisure travel. Consequently, hotel occupancy and room rates surged. The upward
pressure on rates and availability in m ajor cities led many associations to consider second
tier cities. These cities offered not only more competitive packages in term s o f price and
availability, but also greater flexibility. The latter is evident in less stringent contract
clauses and a greater willingness to cooperate with the association, for instance in
accommodating the specifics o f the event or in promoting the city to association members
(Share, 1998). In particular, the efforts o f these cities’ CVBs have been cited by many
meeting planners as a contributing factor (Dobrian, 1997). At the same time, the
infrastructure in these cities improved tremendously, with new state-of-the-art convention
centers being built, existing ones being expanded and hotel inventory being added (e.g.,
Lenhart, 1998). The investment in infrastructure was in many instances attributable to
cities looking for a competitive edge in the stagnant economy o f the late 1980s and the
early 1990s, a tim e when there was much public finance available for infrastructure
projects. There are however, some potential drawbacks to second tier cities (Benini,
1997), including limited air service, the need for greater promotion to association
members, and lower service quality.
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Convention and Visitors Bureaus
History o f CVBs
The first convention bureau in the United States was founded in Detroit in 1896.
It happened at a tim e when national trade and professional associations had matured and
displayed great interest in bringing their members together at conventions at locations
around the country, hiitially, it was hotels that promoted their city o r region in addition to
advertising their services and facilities for hosting conventions and meetings. Yet, as the
economic benefits derived fi"om convention business were more and more recognized by
cities, it were business people in Detroit who first employed a full tim e sales person to
actively solicit convention business for the city (Gartrell, 1994). This approach proved
extremely popular with other cities quickly following suit in the ensuing decades.
The proliferation o f convention bureaus led to the foundation o f the International
Association o f Convention Bureaus (lACB) in 1914. Its primary aims were to exchange
information about the convention industry among its members and to promote sound
professional practices in the solicitation and servicing o f meetings and conventions. The
increased emphasis on attracting visitors in addition to convention business resulted in
the addition o f the “V” for “Visitors” in the association’s name in 1974, since then the
International Association o f Convention and Visitors Bureaus (lACVB) (Schweitzer,
1997). Membership in the LACVB rose from 28 bureaus in 1920 to 466 bureaus in 26
countries in 1999 (M. Tack, personal communication, August 18, 1999).
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Organizational Structure o f CVBs
The organizational structure o f CVBs varies with the character o f the destination,
the quality o f its product, and funding levels (Gartrell, 1994). As previously mentioned,
CVBs can represent a city, a greater metropolitan area, a num ber o f cities, or a regional
destination. The New York Convention & Visitors Bureau, the Metropolitan Detroit
Convention & Visitors Bureau, the Tampa/Hillsborough Convention and Visitors
Association, and the Alabama G ulf Coast Convention & Visitors Bureau are respective
examples o f the various types.
Regardless o f their geographic coverage, CVBs can be public, quasi-public, or
private, non-profit o r for profit organizations (Morrison, Bruen, & Anderson, 1998).
Public bureaus have a mandate to represent all suppliers in a particular geographical area.
In contrast, private bureaus are membership based. In North America, most bureaus are
one o f four types: independent, non-profit associations/ business leagues; chambers o f
commerce as non-profit associations or non-independent subsidiaries; local government
agencies, departments o r public authorities; or special legal authorities. According to
LACVB (1998), the m ajority o f CVBs surveyed were independent, not-for-profit entities
under 501(c) (6 ) o f the Internal Revenue Code (65.8%); followed by government
agencies (22.2%), and divisions o f chambers o f commerce (8.2%). About 4% were
independent non-profit associations classified under Section 501 (c) (3) o f the Internal
Revenue Code, affording them “most-favored” tax-exempt status.
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Funding o f CVBs
The activities o f CVBs are funded by both public and private sources. The
LACVB’s 1998 Financial Survey revealed that public sources accounted for 82% o f
convention bureau funding, compared to 18% o f funds being derived from private
sources. The largest portion o f funds was derived from hotel occupancy/transient taxes,
or “room taxes” (75.8%), a public source o f funding. The room tax as a funding
mechanism for CVBs was introduced in the late 1950s and has been credited as the
incentive for the increased rate o f building projects from the late 1950s until the 1970s
(Schweitzer, 1997). Membership investments represent another important source o f CVB
funding. They are available only to private CVBs, since, as outlined above, public CVBs
do not have members. Membership dues are typically one o f the leading sources o f
private funds. Yet, the contribution o f membership dues to the overall funding o f private
CVBs has steadily decreased in recent years (LACVB, 1998). Membership investments
are, however, not confined to dues. CVB members also support their bureaus by hosting
familiarization trips, printing publications o r providing resources for advertising
campaigns. Finally, state m atching funds and grants, and general city, county or state
taxes represent other sources o f funding for CVBs.
In recent years the allocation o f funds for CVBs’ activities has become very
competitive. The reasons are twofold. On one side, the demands from CVB members and
the community at large to effectively promote the destination, to develop new markets,
and consequently, to increase the number o f tourists have increased. At the same time,
competition for a share o f both the business and leisure market has intensified, with a
subsequent increase in marketing costs. On the other side, traditional funding sources
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have eroded. For instance, there has been a trend towards allocating room taxes to a
variety o f civic projects. Legislation stipulating the appropriation o f the entire room tax
revenue to a CVB has become rare (Lenhart, 1998). Yet, as Gartrell (1994) noted, a
decline in room tax revenues is indicative o f a need for greater investment into the C V B s
activities to market the city. If a bureau relies solely on room taxes, its ability to market
itself out o f this situation is severely restricted. CVBs are therefore forced to not only
compete for funding but also to diversify their funding sources in order to address the
increased market demands. Bureaus have adopted a number o f approaches to address
these challenges.
Services that were previously provided free o f charge are now offered on a
competitive price basis. Registration and housing assistance are two o f the most
prominent o f these fee-based services. However, the increased involvement o f CVBs in
the event planning process to the extent where they compete with their own members, in
particular destination management companies (DMCs) and independent planners, has
understandably created resentment. Members who pay dues for th e support o f the CVB
feel that business is taken away from them through the bureau’s activities (Boisclair,
1995; Ghitelman, 1996). The quality o f service is another issue o f contention that is
particularly apparent in the context o f bureaus’ housing services. Porter (1997) noted that
the inconsistency and lack o f service, and failed technology systems contributed to the
decline in the use o f CVBs’ housing services and a concurrent rise in the use o f third
party services. Use o f bureaus’ housing services has already dropped from 29% in 1995
to 22% in 1997, and is expected to continue to fall, to 18% by 1999 (ASAE/PCMA,
1999).
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Event development and execution is a fiirther alternative, non-traditional funding
source. Getz, Anderson, and Sheehan (1998) noted that this aspect is the only area where
Canadian CVBs have become actively involved in the management, through product
development, rather than only the marketing o f the destination. On-line advertising from
suppliers on CVBs’ web sites has been recognized by bureaus as a further potential
revenue generator. Finally, strategic alliances have risen to prominence due to their
potential to extend CVBs’ marketing resources and reach. Bureaus have formed alliances
not only with local corporations, cultural organizations, and other entities outside the
tourism industry but also with competitive CVBs. Some o f the advantages realized with
such alliances include access to more venues, speakers, technical or special interest tours,
and information sources.
Lenhart (1998) also noted that the provision o f free destination literature has come
under scrutiny. M any CVBs either charge for quantities over a certain amount, or limit
the quantity o f literature they provide.

Functions o f CVBs
Marketing and sales represent the predominant and often exclusive functions o f
CVBs (Getz et al., 1998). The perception o f CVBs as destination marketing organizations
is prevalent in the literature (Morrison et al., 1998). Accordingly, their primary purpose is
to “develop an image that will position their cities [regions] in the marketplace as a viable
destination for meetings and visitors (Gartrell, 1994, p. 20)
In addition, CVBs are charged with:
•

the co-ordination o f constituent elements o f the industry and public sector;
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• the representation o f both buyers (demand side) and sellers (supply side);
• working with meeting and group planners;
•

the provision o f information and responses to visitor inquiries; and

•

the provision o f industry leadership.

Recently, CVBs’ focus on marketing to the exclusion o f certain management
functions, specifically planning and product development, has been questioned by Getz et
al. (1998). They noted that due to “the emphasis on promotions, there exists throughout
North America and much o f the world a large gap between the marketing o f destinations
and ensuring their development and long-term sustainability through planning and direct
intervention on the supply side (Getz et al., 1998, p. 331). In the context o f Canadian
CVBs, they found that the level o f bureau involvement in product development was
relatively low. Higher levels o f involvement were observed among bureaus in destination
planning, however, this was often ad hoc and reactive.
CVBs have two primary customers for their convention/meeting business
function: their members and meeting planners. Figure 1 illustrates the role o f CVBs as
liaison between the host destination, represented specifically by CVB members, and
meeting planners. CVBs are in a position to bring host facilities and meeting plarmers
together by being familiar with the specifics o f the host facilities on the one hand, and by
ascertaining the needs o f meeting planners on the other hand. The two parties may then
enter into a contractual relationship. In order to accomplish their primary goal o f
developing a favorable image o f the destination, CVBs have to protect the interests o f
both host facilities and meeting planners. Gartrell (1994) notes that this dual
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responsibility is challenging, but essential, requiring a high degree o f autonomy on the
part o f CVBs to survive as effective organizations.

CONVENTION AND
VISITORS BUREAU

Contract
Agreement

HOST
FACILITIES

MEETING
PLANNER

Figure 1. The Liaison Role o f CVBs
Source: Gartrell (1994, p. 21)

Functions o f CVBs for Members
Members o f CVBs typically include local travel and hospitality suppliers, such as
convention centers, lodging facilities, restaurants, attractions, retail outlets, and ground
operators (Poüvka, 1996). Bank and accounting, or law firms are other, less obvious
bureau members. For local tourism and hospitality businesses, CVBs function as an
“umbrella” organization. In that capacity, they become advocates for the local tourism
and hospitality industry in addition to providing marketing support (Morrison et ai-,
1998).
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The primary advantage for a tourism/hospitality business to become a member o f
the CVB lies in increased exposure and business derived from CVB activities. Specific
services offered by CVBs to their members include but are not limited to the provision o f
networking opportunities, exposure, and incentives. Table 2 provides a more detailed
account o f the various CVB membership benefits.

Table 2
CVBs’ Services for Members
Exposure

Networking
New Member Receptions

Business After-Hour Mixers

Incentives

Other services

Free Listings in Bureau’s
Publications

Group
Insurance
Plans

Convention Leads

- Convention Planning
Guide

Discounts
from other
Members

Distribution o f
Material at Visitor
Info Center

Trade Shows

- Tourism Planning
Guide

Mailing Lists

Recognition Programs

- Convention Services
Directory

Convention
Calendars

Legislative Status Reports

- Visitors Guide

Access to
Film/Slide
Libraries

Legislative Issue Surveys

- Specialty Guides

TV Taping

Annual Social Functions

Annual Report

Con^uterized
Housing System

Breakfast Meetings

Newsletter

Group Referrals

Educational Seminars

Cooperative Advertising

Source: Gartrell (1994, p. 262/263)
Functions o f CVBs for Meeting Planners
For meeting planners, on the other hand, CVBs are able to perform a number o f
tasks relating to the planning and execution o f conventions and meetings. In an effort to
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solicit convention business, CVBs provide a variety o f information to meeting planners,
presenting both their product and the destination (Polivka, 1996). Familiarization trips are
organized by CVBs for meeting planners interested in the destination.
Given a C V B s intimate knowledge o f the destination, it is in a position to advise
planners on site selection, transportation and local services. For a specific convention/
meeting it can suggest reliable and appropriate service providers. Once the meeting
specifications are available firom the planner, CVBs, operating on a lead system, circulate
the information to facilities that can accommodate the requirements. Site reviews are
arranged once a meeting planner has selected specific facilities. In regard to convention
servicing, CVBs offer the following services:
•

promotion o f convention attendance;

•

convention housing;

•

on-site registration and information; and

•

on-site registration staffing (Polivka, 1996)

Promoting convention attendance involves the provision o f destination material to
potential attendees. It may also extend to bureaus sending representatives who address
decision-makers o f the particular organization and/or attendees at the convention in the
year prior to the convention being held in the bureau’s destination (Elman, 1998).
Housing services are provided by CVBs to groups utilizing three or more
properties to accommodate their attendees (Polivka, 1996). This may or may not
incorporate pre-registration and the booking o f airline and ground transportation. Finally,
bureaus can provide both on-site registration services and staff, including typists,
cashiers, and greeters. Following the convention, the CVB and the meeting planner come
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together for a post-event m eeting to evaluate the convention, and identify areas for
improvement in general and for fiitine conventions o f that specific organization.
Utilizing the services o f CVBs results in considerable time and cost savings fo r meeting
planners.
The various services CVBs perform for both meeting planners and local tourism
and hospitality businesses were the focus o f numerous articles in trade publications
several years ago (Baratta, 1995; Migdal, 1993; Ovechka, 1993). These reviews also
revealed that at the time the services o f CVBs were underutilized by meeting planners.
Similarly, Vogt, Roehl, and Fesenm eier (1994) found that CVBs ranked alm ost last as
meeting planners’ sources for information about facilities at the destination. Several years
later, in 1998, 74% o f corporate planners still chose to bypass CVBs, while 47% o f
association meeting planners did not utilize the services o f bureaus (Braley, 1998). Three
reasons account for the underutilization o f CVBs’ services.
1. Many planners are simply unaware o f the services offered by CVBs
(Grimaldi, 1997). To address this problem the lACVB developed a program in
1998 that allows its members to educate the industry, at national, regional, and
local levels, about the value o f CVBs (Bielski, 1998).
2. CVBs’ lack o f professionalism in the provision o f certain services has been
cited by a significant num ber o f meeting planners as a reason for not using
them. The major issue o f contention is the common CVB practice o f sending
leads for meetings to all its members rather than specifically targeting only
those properties that fit the meeting’s requirements. Consequently, planners
are inundated with unwanted calls, emails, faxes etc., creating m uch ill will on
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their part (Grimaldi, 1997). The long turnaround time for information
requests, the provision o f out-of-date information about its members, and the
employment o f inexperienced staff represent further common complaints by
meeting planners.
3. There is the misperception among meeting planners that CVBs are only
interested in large, citywide conventions. However, most CVB executives, o f
both first and second tier convention cities, stress that single property business
accounts for the majority o f their business (Grimaldi, 1997). Recently, many
CVBs have created departments that focus specifically on the needs o f smaller
meetings (Welt, 1998). For instance, the New York Convention & Visitors
Bureau has created “Conference Express,” a department that focuses on
meetings with bookings o f 75 rooms or less. CVBs’ increased attention on
servicing smaller meetings is o f particular benefit to corporate planners whose
meetings are often smaller in scale than those o f associations. In the 1998
Business Travel News Meetings Monitor Survey, almost h a lf (43.6%) of the
188 corporate planners surveyed noted the greater interest o f CVBs in
attracting corporate business. Around 30% o f the corporate planners said that
they had used CVBs more in the past year than ever before (Welt, 1998).
The funding and marketing challenges, outlined above, required CVBs to focus more
closely on the needs o f their customers in recent years. This has not only resulted in more
targeted niche marketing, as in the case o f corporate business, but also in serious attempts
to improve the quality o f services provided. Elman (1998) noted that many CVBs, aware
o f the complaints o f meeting planners, send out leads only to appropriate facilities.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

26
Bureaus also have developed web sites that allow for timely information provision and
servicing o f RFPs (requests for proposals). Furthermore, CVBs attempt to employ more
qualified staff, often possessing previous hotel experience, and provide more training for
existing staff (Bielski, 1997). In a related move, the Convention Liaison Coimcil in 1998
initiated an effort to develop industry standards for convention reporting and practices the Meeting Industry Standards and Technology Initiative (MISTI). CVBs are at present
particularly interested in the development o f standardized post-convention reporting due
to its value in future decision-making.

Academic Research on CVBs
To date there is a paucity o f academic research on CVBs. Getz et al. (1998)
assessed the potential roles and strategies for CVBs in destination planning and product
development in Canada. As previously mentioned, their role in destination management
is rather limited, with event planning being the only notable exception. Several other
studies have focused on the skills and qualifications requisite o f CVB executives
(Morrison et al., 1998; Sims, 1990). The most comprehensive o f these studies by
Morrison et al. (1998) found that previous academic qualifications were not essential to
enter the field, in contrast to previous work experience in the tourism industry at large.
Significant differences in characteristics between male and female executives were found
and discussed, including age, highest level o f education attained, income, job title, and
CVB budget. Finally, Fesenmaier, Pena, and O ’Leary (1992) assessed the information
needs o f CVBs in Indiana. The majority o f these CVBs indicated a need for basic market
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information, specifically geographic information to facilitate promotional efforts.
However, only few CVBs showed an interest in more sophisticated market research.

Meeting Planners
Meeting planners often have considerable influence on the selection of both the
destination and the specific facility for an association’s conventions and meetings (Clark,
Evans, & Knutson, 1997; Clark, Price, & Munmann, 1996). Crouch and Ritchie (1998)
provided a comprehensive literature review, focusing on the various factors considered in
the site selection process. They identified eight categories pertinent to site selection,
namely accessibility, accommodation facilities, meeting facilities, extra-conference
opportunities, site environment, information, local support, and criteria grouped under
“other” such as risk and novelty. Local support and information require particular
attention in this context since the former includes meeting planners’ perception o f the
support offered by the destination’s CVB and the latter entails the effectiveness o f the
destination’s marketing activities.
Literature on the issue o f site selection is substantial. Crouch and Ritchie (1998
p.53) noted, however, that “while some o f these publications are based on empirical
study, the majority report opinion, anecdote, and the collective experience and
conventional wisdom o f the industry.” Furthermore, studies to date have focused mainly
on meeting planners’ perceptions regarding accessibility, accommodation facilities,
meeting facilities, site environment, and extra conference opportunities (Bonn & Boyd,
1992; Bonn, Brand, & Ohiin, 1994; Crocker, 1990; Hu & Hiemstra, 1996; Oppermann,
1996a; Oppermann, 1996b; Oppermann, 1998; Renaghan & Kay, 1987; Rutherford &
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Umbreit, 1993; Stavro & Beggs, 1986). Meeting planners’ perceptions o f the quality o f
services provided by CVBs and the effectiveness o f bureaus’ destination marketing
represent neglected areas o f research.
The above discussion o f planners’ site selection is foremost concerned with
association meeting planners. It is, however, important to note that association meetings
have characteristics distinct from corporate meetings (Chon, 1991) which to a certain
extent necessitate different planning approaches by meeting planners. Corporate meetings
are often arranged with a shorter lead time than association meetings. Furthermore,
attendance at association meetings is often considerably larger than at corporate meetings
(Braley, 1998). Perhaps more crucial though is the degree o f flexibility in the site
selection. The site for corporate meetings is cormnonly determined by the location o f
businesses and headquarters. In contrast, m ost associations are relatively flexible with
respect to the choice o f meeting destinations. Therefore, the site selection depends to a
large extent on association executives’, and particularly on association meeting plarmers’
perception of the destination. As mentioned previously, a Convention & Visitors
Bureau’s primary role is to create a favorable image o f the destination to attract and then
service convention business. Yet as is apparent from this review o f the literature, the
relationship between CVBs and meeting plarmers, and the issue o f service quality o f
CVBs, as perceived by meeting plarmers, has until now not been researched in a
systematic and comprehensive marmer. This is, however, a critical issue with the
competition among destinations for conventions/meetings and tourists intensifying, and
service quality being recognized as an important factor to compete effectively.
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Service Evaluation
Definition o f Services
Haller (1995) identified three approaches to defining services, namely through the
evaluation o f constitutive service attributes, the evaluation o f these attributes according to
their occurrence during the three transaction phases o f the service process, and by means
o f services-goods comparisons. The latter is the most popular approach in the English
language services marketing literature. Intangibility, inseparability, heterogeneity, and
perishability represent the distinguishing features o f services (e.g.. Berry, 1980;
Gronross, 1983; Shostack, 1977). It is these characteristics that not only necessitate
marketing approaches specific to services, but also make the evaluation o f services, be it
quality, satisfaction, and/or value, difficult (Zeithaml, 1981).

Importance o f Quality
Quality has become one o f the key issues for the service sector in the 1990s. The
interest in and focus on quality is reflected in the growing num ber o f national quality
awards directed at service firms (e.g., the Baldrige Quality Award and the European
Quality Award), quality management initiatives by service providers, and the growing
number of academic publications on the topic. The increased interest in quality is
attributable to the benefits derived from the provision o f superior quality service. Benefits
include greater profitability (Buzzell & Gale, 1987), customer satisfaction (Bolton &
Drew, 1991), customer retention (Reichheld & Sasser, 1990), and positive word o f
mouth.
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Service Quality Research
Historical Perspective
The increased importance o f the service sector has been accompanied by an
increased interest in researching various aspects relating to services. Fisk, Brown, and
Bitner (1993, p. 62) noted that “not since the strong emergence o f interest in consumer
behavior in the 1960s has a field developed within the marketing discipline with the
passion and determination o f services marketing”.
Fisk et al. (1993) identified three distinct phases in the evolution o f the services
marketing literature. The “crawling out” period (pre-1980) was dominated by the goods
versus services marketing debate (e.g., Bateson, 1979; Berry, 1980; Lovelock, 1979;
Shostack, 1977; Thomas, 1978), with the majority o f the literature being conceptual in
nature rather than empirical. It was followed by the “scurrying about” period (1980-85)
during which there was a shift in focus towards more substantive issues such as service
quality and service encoimter ( Lovelock, 1983; Parasuraman, Zeithaml, & Berry, 1985;
Solomon, Surprenant, Czepiel, & Gutman, 1985). Finally, post 1986, tenned the
“walking erect period,” the research in services marketing became more focused and
rigorous, both in theoretical and empirical approaches. The authors also noted that the
cross-disciplinary and international nature o f the field was becoming increasingly evident
in the literature. Research topics that consolidated their dominance during this period
include service quality (Babakus & Boiler, 1992; Carman, 1990; Cronin & Taylor, 1992;
Parasuraman, Zeithaml, & Berry, 1988), service encounters (e.g., Bimer, Booms, &
Tetreault, 1990; Surprenant & Solomon, 1987), and service design (Shostack, 1992).

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

31
Service Quality - Definitions and Measurement Instruments
Rust and Oliver (1994) identified and discussed the elements o f service quality
(Figure 2). They noted that the core product may be present (in product industries) or
absent (in pure service industries). The service product, the service environment (internal
and external), and the service delivery are the three elements o f service quality that are
always present, regardless o f the type o f industry.

Service Product

Service
Environment

Physical
Product

Service Delivery

Figure 2.

Elements o f Service Quality

Source: Rust and Oliver (1994, p. 11)

Two distinct schools o f thought, the Nordic school and the North American, have
contributed most to the research o f service quality (Brogowicz, Delene, & Lyth, 1990).
The former approaches the subject from the service product perspective while the latter
focuses on the service delivery aspect o f service quality.
The Nordic school, led by Gummesson and Gronross, assesses service quality
from a service product point o f view. Gronross (1983) differentiated between two service
product dimensions: technical and functional. The technical dimension refers to the
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outcome o f the service production and delivery process, i.e., what the customer receives
as a result o f the interactions with the service provider. The technical dimension can be
regarded as the outcome quality o f service performance. The functional dimension, in
contrast, is concerned with the service process itself, i.e., how the consumer gets the
technical outcome. It relates to the process quality o f the service performance. While the
former dimension can be objectively assessed, the second one cannot but is instead veiy
subjective. Gronross (1983) postulated that if the technical quality o f the outcome is
acceptable, the impact on total perceived quality o f the process may be more important
than the impact o f the outcome. His revised “Perceived Service Quality Model”
(Gronross, 1990) is reproduced in Figure 3.

Expectations

Perceived
Service |
Quality

Experiences

Image
* Market
Communication
* Image
* Word-of-Moutti
* Customer Needs
* Customer Learning
Outcome/
Technical
Quality:
Wliat

Figure 3.

Process/
Functional

Quality:
How

Gronross’ Perceived Service Quality Model

Source: Gronross (1990, p.41)
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According to this model, the quality o f service as perceived by a customer is the
result o f a comparison between the customer’s expectations and his/her experiences with
the service. A customer’s image o f the service provider features prominently in Gronross’
(1983) model, being influenced by the service product dimensions and in turn impacting
a customer’s service experiences. Image is proposed to have a filtering effect.
The interaction model (Lehtinen & Lehtinen, 1982) and Gummesson’s 4 Q Model
(Gummesson & Gronross, 1987) represent other models proposed by the Nordic School.
However, neither o f the two models has achieved the same prominence as Gronross’
model.
The North American School focuses on the delivery aspect o f service quality.
Parasuraman, Zeithaml, and Berry (PZB) are the most prominent researchers representing
this school o f thought. Parasuraman et al. (1985) proposed that five gaps define the
provision o f quality service. These gaps can exist between
1. consumers’ requirements and providers’ perception o f these requirements.
2. providers’ perception o f consumer requirements and the actual specification o f
service quality.
3. specified service quality and delivered service quality.
4. delivered service quality and in external communications promised
service quality.
5. consumers’ perception o f service quality received and the standard
expected.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

34
Research has mainly focused on the fifth gap, which is regarded as the true
measure o f service quality, with gaps one to four being functions o f service delivery.
Parasuraman et al. (1985) further suggested that consumers’ expectations and perceptions
can be assigned to one o f ten quality service determinants, namely reliability,
responsiveness, competence, access, courtesy, communication, credibility, security,
understanding the customer, and tangibles. However, in their subsequent work the model
was modified by collapsing the original ten quality dimensions into five - tangibles,
reliability, responsiveness, assurance, and empathy (Parasuraman et al., 1988). On that
basis, a 22-item instrument was developed which measured both expectations and
perceptions for each o f the five dimensions. Their research showed that reliability
(concern for the service outcome) represented the most important dimension for the
customer. The other dimensions were more closely related to the service process (Berry
& Parasuraman, 1991). Subsequently, normative “should have” expectations were
substituted with “would have” expectations, the negative wording o f statements was
changed to positive wording, two new items were introduced, and the importance o f the
five dimensions was ascertained (Parasuraman, Zeithaml, & Berry, 1991). Desired and
adequate service expectations leading to a “Measure o f Service Superiority” and a
“Measure o f Service Adequacy” respectively were introduced in 1994 (Parasuraman,
Zeithaml, & Berry, 1994).
The SERVQUAL model has become one o f the most widely used measures to
assess service quality (Brown, Churchill, & Peter, 1993). It is, however, not without its
critics, both on theoretical and operational grounds.
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The adoption o f the confirmation/disconfirmation paradigm, the use o f a
difference score, and the need to measure not only perceptions but also expectations have
been questioned by several researchers (Brown et al., 1993; Cronin & Taylor, 1992).
These controversies will be discussed in greater depths in a section on the distinction
between service quality and satisfaction.
The ability o f SERVQUAL to measure service quality across a wide range o f
service categories, as originally proposed by Parasuraman et al. (1985), represents a
further issue o f contention. Critics have raised questions about the instrument’s
dimensionality, in particular the num ber o f dimensions and their stability across different
service contexts. The number o f dimensions identified in various studies ranged from
nine (Carman, 1990) to one (Babakus, Pedrick, & Inhofe, 1993). Babakus and Boiler
(1992) concluded that the number o f service quality dimensions is dependent on the
particular service setting. Carman (1990) also tested the dimensions’ contextual stability
and found that the specific dimensions customers employ to evaluate service quality are
again dependent on the particular service setting. Therefore, it is argued by a num ber o f
researchers that SERVQUAL needs to be customized to the service in question, possibly
by the inclusion o f additional dimensions which are specific to the setting (Babakus &
Boiler, 1992; Carman, 1990).
Alternatively, and in view o f the various problems associated with SERVQUAL,
several researchers have proposed to discard SERVQUAL, redefine service quality from
a new perspective and develop new, alternative measures o f the service quality construct
(e.g., Gilmore & Carson, 1992). Philip and Hazlett (1997) attempted such an endeavor
with the introduction o f the P-C-P attributes model. This model focuses on three main
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levels o f attributes, nam ely pivotal, core, and peripheral (P-C-P). The authors claim that it
provides for a skeletal framework that has the ability to assess the service quality o f any
service sector. However, to date this model has neither been validated nor received great
interest from other researchers. SERVQUAL remains the most popular and the most
widely used measure o f service quahty (Buttle, 1996).
Finally, it is important to point out that the importance/performance analysis (I/P
analysis) has also been utilized in the assessment o f service quality, though to a much
lesser extent than SERVQUAL. Introduced by Martilla and James in the 1970s, this
technique “can yield important insights into which aspects o f the marketing mix a firm
should devote more attention to as well as identify areas that m ay be consuming too
many resources” (M artilla & James, 1977, p. 77). I/P analysis has been applied in various
tourism-related contexts. M artin (1995) identified significant differences between
management and employee perceptions o f service quality in the hotel industry. O f
particular interest was the finding that management perceived their hotel’s performance
on service provision lower than employees. Uysal, Howard, and Jamrozy (1991)
assessed customers’ perceptions regarding the importance and performance o f attributes
for a ski resort. The utility o f the I/P technique as an effective monitoring device was
emphasized.

Distinction between Service Encounter and Overall Service Evaluation
In the evaluation o f services it is crucial to differentiate between service
encounters and the overall or total service experience. Shostack (1985) defined the
service encounter as that period o f time during which the consumer and the service firm
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interact in person, over the telephone, or through other media. It has also been termed the
“moment o f truth” (Carlzon, 1987). Overall service evaluation, in contrast, is regarded as
a function o f the evaluation of multiple experiences o r encounters with the service
provider firm (Bolton & Drew, 1991). Furthermore, service evaluation occurs at multiple
levels o f the organization; for example, the contact person, the core service, and the
organization overall are evaluated by consumers (e.g.. Surprenant & Solomon, 1987).
Bitner and Hubbert (1994) noted that there is limited empirical research on the
relationship between consumers’ evaluation o f discrete service encounters and their
assessment o f m ore global constructs (e.g., Bitner, 1990; Surprenant & Solomon, 1987).
Results o f these studies appear to indicate a high correlation between the evaluation o f
service encounters and more global evaluation measures. Yet, in numerous studies the
distinction between service encounter and overall service evaluation has not been made
(Bitner & Hubbert, 1994).

Distinction between Service Quality and Customer Satisfaction
The construct o f service quality (SQ) is related to but not equivalent to customer
satisfaction (CS) (Bimer et al., 1990; Bolton & Drew, 1991; Parasuraman et al., 1988). It
is crucial to clearly differentiate between the two since, as Cronin and Taylor (1992, p.
56) noted “the managers o f service providers need to know whether customers actually
purchase from firms that have the highest level o f perceived service quality, or from
those with which they are most satisfied.”
Parasuraman et al. (1994) noted that there is confusion about the distinction
between the two constructs as well as the causal direction of their relationship. Service
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quality has commonly been regarded as an attitude related to an overall o r global
evaluation while satisfaction has been perceived as a transaction-specific measure.
However, several researchers (e.g., Parasuraman et al., 1994) asserted that both SQ and
CS can be examined firom both a transaction and a global perspective, as outlined above.
Custom er satisfaction research initially focused on the transaction-specific
perspective, whereby satisfaction was conceptualized as a postchoice evaluative
judgment o f a specific purchase occasion (Oliver, 1980). More recently, the research
focus has shifted towards brand specific satisfaction - an overall evaluation based on
numerous experiences with the service overtim e (e.g., Fomell, 1992; W estbrock &
Oliver, 1991). Conversely, service quality research has initially focused on the overall
assessment, specifically in the context o f an organization’s service delivery process (e.g.,
Parasuraman et al., 1985). More recently, the assessment o f service quality at a
transaction specific level has been suggested (e.g., Parasuraman et al., 1994).
Oliver (1993) discussed several differences between quality and satisfaction. In
order to form quality perceptions, consumers do not have to have experience with the
particular service provider. In contrast, satisfaction necessitates experience with the
service. Furthermore, the dimensions imderlying quality judgments are rather specific
while satisfaction judgments can result from any dimension, quality related o r not.
Expectations are defined differently from a quality and satisfaction perspective - an issue
that will be discussed in more detail later. A further distinction between the two
constructs is that quality may be thought o f as high in cognitive content whereas
satisfaction m ay be more determined by affect. Finally, Oliver (1993) points out that
quality has fewer conceptual antecedents than satisfaction.
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Bitner and Hubbert (1994) explored the relationship between service satisfaction
and service quality. In terms o f satisfaction they further differentiated between service
encounter satisfaction and overall service satisfaction. O f particular interest was the
question o f whether or not consumers are able to distinguish among these three constructs
in meaningful ways. Results o f their study indicated that this was indeed the case. There
was, however, a high correlation among the constructs, particularly between overall
service satisfaction and perceived service quality. Service encounter satisfaction, being
the result o f perceived quality, value, performance on non-quality dimensions, relevant
prior expectations and disconfirmation o f these expectations, was found to be distinct
from both overall service satisfaction and perceived service quality.
The predominant view among service quality researchers has traditionally been
that satisfaction with specific transactions leads to overall quality perceptions (e.g., Bitner
et al., 1990; Bolton & Drew, 1991; Carman, 1990). In contrast, researchers focusing on
satisfaction, and more recently also some service quality researchers (e.g., Cronin &
Taylor, 1992; Parasuraman et al., 1994) propose that the causal direction between the two
constructs is fi-om quality to satisfaction (e.g., Woodside, Frey, & Daly, 1989). This
debate has as yet not been conclusively settled.
A further issue o f contention, partly resulting fi"om the yet unresolved dispute
over the causal direction o f the two constructs, is the use o f Oliver’s (1980)
disconfirmation paradigm to measure both constructs.
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Confîrmatîon/Disconfîrmation Paradigm
The confirmation/disconfirmation paradigm is “widely accepted as a view o f the
process by which consumers develop feelings o f satisfaction or dissatisfaction” (Cadotte,
Woodruff, & Jenkins, 1987, p. 305). Based on this paradigm, Oliver (1980) proposed the
expectancy disconfirmation model that, according to Myers (1991), represents the most
widely used approach to evaluating consumer satisfaction/dissatisfaction (CS/D). This
model suggests that consumers are satisfied when they experience positive disconfirmation
i.e., when they evaluate the actual perceived performance o f a product or service to be better
than expected performance. Conversely, negative disconfirmation, resulting fi-om the actual
perceived performance being evaluated as worse than the expected performance, leads to
consumer dissatisfaction. Confirmation between perceived performance and expected
performance elicits a more neutral response, neither extremely positive nor negative.
The confirmation/disconfirmation paradigm has been adapted to the research o f
service quality in the late 1970s and early 1980s. At that time a consensus emerged among
researchers that service quality can be assessed by comparing expectations with
perceptions (e,g., Gronross, 1983; Lehtinen & Lehtinen, 1982). Building on this
proposition, Parasuraman, Zeithaml, and Berry (1985) introduced and subsequently
refined (1988; 1991; 1993; 1994), the GAPS model o f service quality and SERVQUAL,
the multiple-item scale instrument designed to determine consumers’ expectations and
perceptions relating to a particular service.
Cronin and Taylor (1992, p. 57) have questioned the use o f the disconfirmation
paradigm as the primary measure for service quality. They argued that disconfirmation
appears only to mediate, not define, consumers’ perceptions o f service quality. Furthermore,
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the need to measure not only perceptions but also expectations, and the use o f a difference
score has been questioned. Babakus and Boiler (1992) found that perception scores were the
dominant contributors to the gap score due to the tendency to rate expectations high.
Babakus and Inhofe (1991) raised the issue o f expectations being subject to a social
desirability response bias whereby respondents may feel motivated to express a social norm
o f high expectations, lacobucci, Grayson, and Ostrom (1994) pointed to the fact that
consumer may not have any expectations or expectations may not be clear enough to serve
as a standard for evaluating a service experience. Consequently, Cronin and Taylor (1992)
proposed SERVPERF, a performance-based measure o f service quality The measure
focuses on consumers’ perceptions only, excluding any consideration of expectations.
However, Parasuraman et al. (1994) argue that the measurement o f expectations in addition
to the measurement o f perceptions is desirable for its diagnostic value, and that the
difference score measures perform as well as non-difference score measures on all
psychometric criteria except predictive power. In their response to PZB (1994), Cronin and
Taylor (1994) defended their SERVPERF model and cited growing evidence supporting the
measurement o f perceptions only (e.g., Babakus & Boiler, 1992; Babakus & Mangold,
1992) and the need to use measures other than difference scores (e.g., Brown, Churchill, &
Peter, 1993).
Similarly, the value o f measuring expectations has also been questioned in the CS
literature. Churchill and Surprenant (1982) asserted that perceived performance rather than
expectations directly affect satisfaction. Oliver and DeSarbo (1988) found that
disconfirmation and perceived performance have a stronger impact on satisfaction than
expectations.
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Gronross ( 1993) noted that the service quality models proposed so far are essentially
static models. This fact is in his view the main problem associated with the use o f the
confirmation/disconfirmation paradigm. He asserts that “since services are processes and
thus dynamic phenomena, every attempt to develop a measurement model based on static
model has its limitation (p. 58). Yet he also notes that the confirmation/disconfirmation
paradigm probably has to be replaced by an approximation that is easier to operationalize in
a valid way. Gronross concluded that in view o f the current research, measurement models
should be based solely on customer aq)eriences with the service.

Consumer Expectations and Perceptions
Olson and Dover (1979) defined expectations as pretrial beliefs about a product
[service] that serve as standards or reference points against which product [service]
performance is judged. In one o f the earliest writings on the subject. Miller (1977)
differentiated among four levels o f expectations - “ideal,” “expected,” “minimum
tolerable,” and “deserved.” His “expected” standard is equivalent to “predictive” (e.g..
Swan & Trawick, 1981) expectations, the dominant view on expectations in the CS
literature. In this context expectations are regarded as consum ers’ predictions about the
likelihood o f certain service outcomes. In contrast, the service quality literature defines
expectations sim ilar to M iller’s “ideal” standard; consumers’ expectations indicate what
they feel a service provider f AouM rather than would offer. Parasuraman et al. (1994)
proposed the measurement o f two levels o f expectations - adequate and desired - to
determine whether consumers’ perceptions fall within or outside a “zone o f tolerance’
(the space between adequate and desired expectations). Zeithaml, Berry, and
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Parasuraman, (1993) noted that the zone o f tolerance varies for different service
dimensions. Finally, W oodruff Cadotte, and Jenkins (1983) proposed the measurement
o f experience-based norms. These experience-based norms are expectations o f ideal
standards mitigated b y experienced product/service performance.
Expectations are formed as a result o f a variety o f cognitive processes (Folkes.
1994). Past experience represents one way o f forming expectations about a service. The
recall o f past service experiences is affected by several factors, including the
distinctiveness o f the service, elaboration, and the valence attached to a service
experience. Zeithaml et al. (1993), in addition to past experience, identify explicit service
promises (e.g., advertising, contracts), implicit service promises (tangibles, price), wordof-mouth (personal, expert) and personal needs as antecedents o f expectations.
Consumers may also use heuristics or attributions to derive at service expectations.
Webster (1989) measured consumer expectations o f various quality dimensions
for professional and non-professional services. She then determined the effect o f various
demographics on quality expectations. Her findings indicated that there were significant
differences in quality expectations due to different demographics, especially for
expectations relating to professional services. Several studies focused on the potential o f
service quality expectations serving as a segmentation variable. Ryan and C liff (1997),
employing cluster analysis, found significant differences among respondents in terms o f
their service quality expectations. They identified four clusters, namely, “efficiencyoriented,” “demanding,” “least demanding,” and “intangibles.” Expectation ratings for
the three quality dimensions identified in this study varied among respondents in these
clusters. Age was the only socio-demographic variable for which a significant difference
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among the clusters was found, with respondents in the efficiency-oriented cluster being
younger than respondents in the other clusters.
Perceptions are the result o f processes b y which an individual selects, organizes,
interprets, stimuli into a meaningful and coherent picture o f the world (Bereison &
Steiner, 1964, p. 88). It has been suggested that the consumer perceives service in his/her
own unique terms, and that there is no such thing as fact or reality. There is only what the
consumer thinks is reality. Consequently, the measurement o f consumer perceptions is
important since perceptions, not reality itself determines customers’ service evaluation
and futme behavior.

Service Quality Research in the Tourism & Hospitality Industry
Service quality has been assessed in various sectors o f the tourism and hospitality
industry. Several o f these studies deal with sectors o f the industry that impact the overall
success o f conventions/meetings. For instance, the quality o f services provided by hotels,
restaurants, and airlines can all influence the perception o f the convention/meeting. Other
services (e.g., travel agent) are more peripheral, and not necessarily utilized in the context
o f convention tourism, be it by the planner or the attendee. However, some o f the studies
pertaining to these areas have introduced new approaches to the assessment o f the topic.
Finally, the assessment o f service quality for National Tourist Offices (NTOs) is relevant
since NTOs and CVBs both function as destination marketing organizations, and
therefore to a certain extent perform similar functions.
The majority o f studies on service quality in the tourism/hospitality context have
simply adopted o r adapted the SERVQUAL instrument to a specific setting. Very few
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studies have attempted to broaden the conceptual framework, and to empirically test new
approaches. All but one study that will be discussed focus on one or several firms in one
specific industry sector only.

Hotels
Oberoi and Hales (1990) focused specifically on the service quality o f conference
hotels. They identified 54 variables expected o f a conference hotel. Reliable and
competent staff and the cleanliness o f facilities ranked highest in terms o f importance.
Performance was ascertained by utilizing the subjective confirmation/disconfirmation
approach (better/worse than expected), with the quality and quantity o f food, and the
friendliness o f the staff ranking highest. It is, however, important to note that the study
suffered from several problems in its design and execution. The attributes for the
importance and the performance evaluation differed, preventing an VP analysis that could
have yielded more valuable results. In addition, the authors’ approach to reduce the
number o f attributes is questionable - it appears to be a subjective approach, without
adequate explanation and documentation o f the actual procedure. Factor analysis would
have been a more appropriate technique.
Several studies have assessed the quality o f service in lodging establishments in
general, utilizing either SERVQUAL, or developing new scales such as LODGQUAL
and LODGSERV. Fick and Ritchie (1991), utilizing SERVQUAL, noted that reliability
and assurance ranked highest in terms o f expectations for hotels while the m ost highly
rated dimensions o f perceived hotel service quality were tangibles and assurance.
Perceptions fell short o f expectations for all five service dimensions, indicating
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perceptions o f low service quality for hotel services. Getty and Thompson (1994)
developed LODGQUAL, an instrument designed to establish customers’ perceptions o f
delivered quality in the lodging industry. In contrast to SERVQUAL, this instrument
proposes three dimensions, namely tangibility, reliability, and contact (composite o f
items relating to responsiveness, assurance, and empathy). The determinants o f overall
quality perception were established by using multiple regression analysis, with the three
quality dimensions serving as independent variables. Finally, LODGQUAL’s relationship
with several satisfaction measures was established.
Knutson, Stevens, Patton, and Thompson (1992) developed LODGSERV, a 26item index that establishes consumers’ expectations o f service quality in a hotel. This is a
contrasting approach to the LODGQUAL instrument with its focus on service quality
perceptions. Similar to Fick and Ritchie’s (1991) results, they also found that
expectations were highest for the reliability and assurance dimensions, both for hotels in
general and for three segments in particular, namely luxury, mid-price and economy. Not
surprisingly, an increase in expectations was observed with an increase in the hotel price
scale. Heimg and Wong (1997) utilized LODGSERV to measure travelers’ expectations
o f service quality for hotels in Hong Kong. The importance o f expectations pertaining to
reliability and assurance was confirmed for the total sample. At the same tim e, it was
found that in general business travelers have higher expectations than leisure travelers. In
particular, responsiveness and empathy are more important to business than to leisure
travelers. Suh, Lee, Park, and Shin (1997) introduced the involvement construct into the
assessment o f service quality. They found that significant differences existed in the
importance o f the “reliability” and “custom er centrality” dimensions among consumers
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with different levels and types o f involvement- Finally, Saleh and Ryan (1991) not only
ascertained guests’ expectations and perceptions o f hotel service quality but also
established those o f management in order to identify gaps. W hile management tended to
overestimate guests’ expectations, the perceptions o f both parties were similar. They also
introduced a new factor - conviviality - a composite o f several items relating m ainly to
assurance, and to a smaller extent to reliability, responsiveness and tangibles.

Dining Services
As was the case for hotels, both SERVQUAL and specially designed scales for
the setting have been utilized in studies assessing service quality in restaurants (Bojanic
& Rosen, 1994; Fick & Ritchie, 1991; Knutson, Stevens, & Patton, 1995; Lee & Hing,
1995). Knutson et al. (1995) introduced an adaptation o f LODGSERV in the form o f
DINESERV - a scale to measure service quality expectations o f restaurant patrons. All
other studies utilized SERVQUAL; only one o f these studies, Bojanic and Rosen (1994)
slightly modified the original SERVQUAL scale by dividing empathy into “knowing the
customer” and “access.” Assurance and reliability ranked highest in terms o f restaurant
patrons’ expectations in all studies but Knutson et al (1995). In the latter it was reliability
and tangibles that scored highest. In terms o f perceived service, it was assurance and
tangibles that scored highest in the majority o f studies. Furthermore, perceptions fell
short o f expectations in all instances. Finally, the utility o f SERVQUAL to compare two
firms in the same category was shown by Lee and Hing (1995) who compared the quality
o f service in a French and Chinese restaurant. Results indicated that patrons’ expectations
were very similar for both restaurants, while their perceptions differed significantly.
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Airlines
[n one o f the earliest studies utilizing SERVQUAL in the tourism context, Fick
and Ritchie (1991) examined the service quality o f selected airlines, hotels, restaurants,
and ski area services. They found that both respondents’ expectations for and perceptions
o f service quality o f airlines were significantly higher than those for the other three
services under investigation. Reliability and assurance represented the most important
expectations while tangibles and assurance received the highest rating in terms o f
perceptions. Furthermore, a comparison o f two competing airlines suggested that while
perceptions o f service quality differed, both for individual dimensions and for the overall
evaluation, expectations were similar for both airlines.
Ostrowski, O ’Brien, and Gordon (1994) foimd significant differences between
business and leisure travelers’ perceptions o f service quality and between travelers on
different airlines. Results o f the study indicated that the level o f service quality for the
two U.S. airlines assessed in the study was perceived as low. Human interaction attracted
the highest ratings, tangible aspects were rated lowest in terms o f quality. They also
found a positive relationship between perceived service quality and loyalty.

Travel Agencies
Lam and Zhang (1999), LeBlanc (1992), and Ryan and C liff (1997) assessed
service quality in the context o f travel agencies. Le Blanc (1992) identified nine factors
that were closely related to the determinants o f service quality identified by PZB (1991).
He concluded that corporate image, competitiveness, courtesy, responsiveness,
accessibility, and competence explained perceived service quality for travel agencies.
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Factors such as physical evidence, timeliness, and confidentiality were considered
insignificant in the overall quality assessment.
Ryan and C lifF(l997) ascertained differences in specific market segment
responses to travel agencies’ quality o f service. Specifically, they found that the items in
the expectation scale can be used to develop some attitudinal classification o f travel
agency clients, specifically, “efficiency-oriented,” the “intangibles,” “the demanding,”
and “least demanding” . Assessing the dimensionality o f the scale utilized, the authors
were unable to replicate the five dimensions o f PZB’s model.
Lam and Zhang (1999) focused on customers’ assessment o f the service quality
provision o f travel agents in Hong Kong. They found that customers’ expectations
exceeded their perceptions, with the reliability dimension having the largest gap. Results
of regression analysis showed that overall customer satisfaction could be partly explained
by the five service quality dimensions.

National Tourist Offices
Braimlich, Morrison, and Feng (1995) identified accessibility, courtesy,
competence, response time for requests, personalization o f responses, quality and
quantity o f material, and quality o f information as important service expectations o f
customers o f NTOs. Results o f the study showed that NTOs operating in the United
States did not m eet the majority o f customer expectations. The relatively long response
time to information requests, the low rating for NTO staff in terms o f professionalism
regarding telephone-answering skills, and incompleteness o f infonnation sent represented
areas o f major concern.
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Studies in Other Sectors o f the Tourism and Hospitality Industry
Taylor, Sharland, Cronin, and Bullard (1993) assessed the validity and reliability
o f SERVQUAL in leisure activity settings. They concluded that “anything less than
judicious conceptual and methodological use o f SERVQUAL in international recreational
settings is likely to prove disappointing”.
Lam, Yeung, and Chan (1997) assessed service quality in the H ong Kong club
industry. Wang, Kandampully, and Ryan (1998) employed a gap analysis o f the
perceptions o f coach operators and Taiwanese visitors to New Zealand. However, none o f
these studies offers new, innovative approaches to the study o f service quality nor are the
setting-specific results o f relevance to the present study.
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CHAPTERS

METHODOLOGY
This chapter provides details about the sample selection, the development o f the
survey instrument, and the two phases o f data collection. In addition, it outlines the
various types o f analysis the data was subjected to.

Survey Sample
The sample to which personalized invitations for the survey were sent comprised
o f 500 meeting planners. A simple random sampling procedure was engaged in for the
sample selection. A random digit table was used to select page numbers from the 19981999 MPI membership directory. Members whose title was “Meeting Planner,” “Meeting
Manager,” “Conference Planner,” “Conference Manager,” “Meeting Coordinator,” and
“Conference Coordinator” were eligible for selection. Planners who resided outside the
United States and Canada, and who had no listing o f an email address, were excluded
from the selection process. In view o f the high percentage o f invalid email addresses
listed in the membership directory, it was necessary to send a total o f 735 introductory
emails to achieve the set sample size o f 500 meeting planners. A reminder email was sent
one week after the initial email. The response rate was 33.8%, with 169 respondents.

51
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In the second phase o f the data collection process, a standardized introductory
email was sent via MPI’s email distribution system to MPI members. The system
includes all MPI meeting planners who have provided their email address (5706 meeting
planners). However, MPI could not ascertain how many o f these email addresses were no
longer valid, since they do not seek confirmation o f receipt o f the messages sent via the
system. Only 41 responses were received following the two standardized messages sent
out via the system, for reasons outlined below. Four o f these responses were excluded
from the data analysis since these meeting planners resided in countries other than the
Untied States and Canada.
In compliance with the University o f Nevada, Las Vegas’ (UNLVj protocol for
research involving human subjects, approval for the study was obtained from the UNLV
Office o f Sponsored Programs (Appendix A).

Survey Instruments
Two self-administration questioimaires were designed (Appendix B).
Questionnaire 1 was concerned with gathering responses from meeting planners who had
utilized the services o f CVBs for their convention/meeting planning and coordination
during the last two years. Questionnaire 2 was directed at meeting planners who had not
used CVB services during that time period. The questioimaires were developed
following a review o f the literature and several in-depth interviews with meeting planners
and CVB executives.
Questionnaire 1 comprised o f four sections. Section A inquired about the
respondent’s use o f CVB services. In particular, it inquired about the frequency o f and
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changes in the frequency o f use o f CVB services in general, and the use o f and
satisfaction with specific CVB services. Furthermore, it was determined whether the
respondent had a preference for site selection firms and/or meeting planning software
rather than CVBs, and how important hitemet access is to the selection o f the specific
site. The latter questions w ere o f particular interest to MPI executives in an effort to
gather evidence o f industry trends.
Section B was concerned with the quality o f service provided by CVBs. The
original (1988) version o f SERVQUAL was used in this study to ascertain meeting
planners’ expectations and perceptions o f the quality o f CVB services. However, this
study in addition to the seven-point rating scale incorporated a “don’t know” response
option. This was felt necessary since meeting planners m ay sim ply not have either
expectations and/or perceptions o f certain service aspects o f a particular Convention &
Visitors Bureau, specifically o f its tangible aspects. Much o f meeting planners’ contact
with CVBs is via phone, fax, or email. Consequently, they m ay not be in a position to
assess, for instance, CV Bs’ physical facilities and the appearance o f their employees.
Furthermore, the survey was designed to establish expectations and perceptions
pertaining to each statement simultaneously. In contrast, the original SERVQUAL
version, as outlined earlier, asks respondents to rate each statement in terms o f
expectations first, and only then evaluate them again in terms o f perceptions. The former
approach was perceived to have several advantages. Respondents’ focus is directed to a
greater extent to a particular statement when both expectation and perception evaluations
have to be made at the same tim e than when being made separately. At the same time, the
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problem o f respondent fatigue, caused by the repetitive nature o f similar statements being
evaluated twice, could be reduced, as could be the length o f the questionnaire.
Finally, the respondent’s expectations referred to his/her expectations on CVBs in
general while perception ratings pertained to the CVB the respondent had used most
recently. In some previous studies, the perceptions o f respondents related to perceptions
o f firms in that category in general rather than a specific firm (e.g., Ryan & Cliff, 1997).
However, this was regarded as inappropriate since it is reasonable to assume that the
particular CVB used is a m ajor determinant o f the gap between expectations and
perceptions. Aggregate service evaluation measures and respondents’ level o f satisfaction
with the services o f CVBs representing major convention destinations in the United
States were also ascertained in Section B.
Section C focused on CVBs’ liaison role between the destination’s suppliers and
meeting planners. O f particular interest was the impact o f meeting plarmers’ experiences,
either positive or negative, with suppliers recommended b y a CVB on their relationship
with the particular bureau and on CVBs in general. Section D gathered information about
respondents’ industry experience. Finally, a response incentive was given in form o f a
summary report.
Questionnaire 2 had only two sections. Section A inquired about the reason (s)
why respondents had not used the services o f CVBs during the last two years. Section B
established their industry experience. Respondents to questionnaire 2 were also offered
the option o f obtaining a summary report.
Since the survey was conducted via the Intemet, several hyperlinks, connecting
individual webpages and routing respondents, were used. The initial welcome page
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required meeting planners to identify as users or non-users o f CVB services during the
last two years, and then to follow separate links. These links directed them to individual
introductory pages, outlining the purpose o f the survey, the length o f time required for
questionnaire completion, and the response incentive. Respondents then accessed the
specific questionnaire. The routing o f respondents to specially designed questionnaires,
reflective o f respondents’ background (in this case user versus non-user o f CVBs) is
considered a much more advantageous alternative than providing one questionnaire with
numerous branching options. The latter has the potential to confuse respondents, resulting
in isolated missing values and/or missing values in whole sections o f the questionnaire.

Survey Medium
The Intemet was utilized as the survey medium. Several reasons accounted for the
selection o f this data collection method. Cost and time constraints were two primary
considerations. The purchase o f a software package was the only requirement for the
development o f the survey instrument. The loading o f the questionnaire on a designated
Intemet site, the distribution o f emails inviting meeting planners to participate in the study,
and the storage o f the data on output files on a UNLV server were facilitated by the
researcher’s access to the university’s fi-ee o f charge Intemet/computer services. The
substantial costs associated with a mail survey involving the printing o f questionnaires,
mailing them to the sample, providing for reply-paid envelopes, and engaging in follow-up
procedures were eliminated.
Time was a factor in three ways. First, it was possible to establish within minutes
whether or not an introductory email had been delivered to the specific meeting planner or
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not, i.e., whether the email address provided in the MPI Membership Directory 1998-1999
was still valid o r not. hi contrast, it might take weeks to establish whether a questionnaire
sent in the mail has been delivered to the person intended. Second, within two to three days
a large number o f meeting planners had already submitted the completed questionnaire, a
time span in which questionnaires sent by mail may only reach potential respondents. The
data were immediately available to the researcher for inspection. Third, the researcher had
incorporated a specially developed script into the Intemet questionnaire that allowed the
data to be downloaded dhrectly into a Microsoft Excel file. The data firom the Microsoft
Excel file could then be imported into an SPSS file for data analysis. Therefore, the time
required for data entry was drastically reduced.
Previous studies have used email as a survey medium with cost and time advantages
compared to traditional survey methods being cited in its favor (Oppermarm, 1995).
However, the quality o f the visual appearance o f a questionnaire, a potentially influential
factor on questionnaire completion, can be diminished using email, particularly if
respondents have different email programs, h i contrast, the visual appearance o f an hitemet
questionnaire is under the direct control o f the researcher. All potential respondents are
directed via email to an hitemet site, the visual appearance o f which is the same for all
people accessing the site. The utilization o f an Internet questionnaire further allowed for the
use o f color for the backgroimd and text, increasing its visual appeal. In addition, the
variability o f the answer format (i.e., the use o f radio buttons, check boxes, pull-down
menus, and text boxes) was considered an advantage in view o f the length o f the
questionnaire. The positive effect o f reducing respondent fatigue was alluded to when many
respondents, after completion o f the questionnaire, emailed the researcher with positive
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feedback on the format o f the survey instrument, especially the use o f a variety o f answer
options.
Finally, the use o f the Intemet as a survey medium was considered convenient for
meeting planners. They were able to complete the questionnaire on the Intemet and
immediately submit it to the researcher, eliminating the need for a pen, a retum envelope,
stamps, and putting the completed questionnaire into the mail.

Survey Procedures
Pre-test o f the Questionnaires
Both questionnaires were pre-tested. An email was sent to 50 meeting planners who
were asked to not only complete the questionnaire, but also to provide feedback on its
layout, content, and clarity o f expression. The data o f the 14 meeting planners who replied
was tabulated to detect any potential problems with the questionnaires. Furthermore, faculty
was asked to provide feedback on the validity and structure o f the questionnaires. Finally,
the questionnaires were forwarded to the research directors o f MPI and lACVB respectively
with a request for comments. Suggested changes and/or additions to the questionnaires from
the three different sources were incorporated, if felt appropriate.

Final Survey Administration
The data were collected in two phases, employing different means o f contacting
potential respondents. Phase 1 involved the researcher establishing contact with 500
randomly selected meeting plarmers with a personalized introductory email. The email was
sent directly from the researcher to the selected meeting plarmer s email address. The
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meeting planner was addressed by name (Mr. or Ms. X). The email then briefly outlined the
purpose o f the study, invited the person to participate in the survey, and provided the URL
address for direct access to the survey site. The initial email was followed by a reminder
email. The response rate was 33.8% with 169 respondents.
Phase n, initiated two weeks after the personalized email messages were sent,
involved two “email blasts” by MPI. MPI refers to an “email blast” as an email sent out to
its entire membership or part o f it via its email distribution system. Only 41 additional
responses could be gathered as a result o f the email blasts. Several reasons accounted for the
disappointing response rate.
Initially, MPI intended to include a message regarding the survey together with the
hyperlink to the survey site in its weekly newsletter. However, the researcher asked for a
separate email blast to be send out to members rather than the message being included in the
weekly newsletter. This request was based on the researcher’s assumption that a message
regarding the survey would not receive sufficient attention if cluttered with other messages.
Furthermore, it is not clear how many members actually read, on a regular basis, the
newsletter, indicated with the subject heading “MPIWeb NewsBytes,” nor whether
recipients store it in their email system to be read at a later time. The first email blast which
contained only the message regarding the survey was sent with the subject heading
indicating a weekly newsletter rather than a special email to members regarding a member
survey, despite the researcher’s instmctions for the latter subject heading. Therefore, it is
unclear how many M PI members read the message at all or at the specific time.
Technical difficulties accounted for further problems with the first email blast. The
Intemet questionnaires contained specific scripts that directed the responses to individual
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output files, located on a UNLV server. However, one day prior the email blast, several
major changes were made to the UNLV ser\'er, o f which the researcher was not given any
notice. As a result o f these changes, the directory location o f the output files specified in the
questioimaires did no longer correspond with their location on the UNLV server.
Respondents, who completed the questionnaire, received an error message upon submission.
Going back to the questionnaire site automatically reset the questionnaire to its original
state. Understandably, that resulted in considerable irritation among many MPI members.
Undoubtedly, these problems contributed to a large extent to the low response rate to the
second email blast, for which the problems o f subject heading and output file location had
been corrected.

Data Analysis
SPSS was utilized for the data analysis. Data analysis commenced with an
examination o f the data. Data was screened and tests o f normality and homogeneity o f
variance were conducted. Furthermore, the graphical distribution o f the data was assessed.
Frequency analysis was performed to obtain descriptive statistics. The service expectation
and perception scales were subjected to a reliability analysis to determine the scales’
internal consistency. Paired sample t-tests were employed to assess whether differences
in expectations and perceptions were statistically significant. Principal Component
Analysis (PGA) was used to examine whether the five dimensions identified by PZB
(1988) could be replicated in this study. Finally, regression analysis was employed to
establish which dimensions o f service quality contribute significantly to overall service
quality perceptions o f meeting planners.
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CHAPTER 4

FINDINGS OF THE STUDY
In this chapter the findings o f the study are outlined and discussed. The discussion
o f the results is divided into two m ajor sections. The first section outlines the findings
from respondents who had used the services o f CVBs during the last two years. The
second section presents the findings from respondents who had not utilized CVBs in their
convention/meeting planning during that time period.

Users versus Non-Users o f CVB Services
The number o f respondents was 206, comprising o f 124 respondents (60.2%) who
had utilized the services o f CVBs in the past two years and 82 respondents (39.8%) who
had not used a Convention & Visitors Bureau in their convention/meeting planning and
execution process during that time.

Users o f CVB Services
Industry Experience o f Respondents
A profile o f respondents in terms o f their industry experience is presented in
Table 3. Respondents had considerable experience in the industry, with almost h alf o f the
meeting planners (49%) having been in the industry for more than 10 years. The average
number o f years in the industry was 12 years. Almost two-thirds o f respondents (63%)

60
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had organized less than five conventions during the last two years. The num ber o f
conventions organized in the past two years ranged from 0 to 40, with a median o f four.
The majority o f respondents (73%) had organized less than 50 meetings in the last two
years. The range o f meetings organized during that time period was much wider than that
o f conventions, from 2 to 540, with a median o f 25. Finally, almost half o f the
respondents (48%) indicated that the average number o f annual convention attendees is
less than 500. The average number o f convention attendees ranged from 100 to 45,000,
with a median o f 500.
In view o f the high number o f meetings planned by respondents it is reasonable to
suggest a strong representation o f m eeting planners who organized corporate as opposed
to association meetings, a suggestion supported by qualitative feedback from
respondents.

Frequency and Change in Frequency o f Use o f CVB Services
The majority o f respondents (52%) indicated that they had utilized the services o f
a Convention & Visitors Bureau two to four times during the last two years, followed by
about a quarter (26%) who had turned to CVBs five times and more for assistance in
planning and coordinating conventions/meetings. The remainder (22%) was in contact
with CVBs only once during this time period.
In order to facilitate further analysis, respondents were divided into frequent users
(five times and more) and infrequent users (less than five times). Chi-square analysis
indicated that there are significant differences in the frequency o f usage o f CTVB services,
depending on the number o f years in the industry (%^=6.23, df=2, p<.05), the number o f
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Table 3
Industry Experience o f Respondents (N=124)
Industry Experience

Number o f Respondents (%)

Experience in Meeting Management (Years)
Less than 5

21 (16.9)

5-10

41 (33.1)

11-19

35 (28.2)

20 and above

26(21.0)

Number o f Annual Conventions organized (last two years)
Less than 5

78 (62.9)

5-10

37 (29.8)

11 and more

8 (6.5)

Number o f Meetings Organized (last two years)
Less than 50

90 (72.6)

50-200

21 (16.9)

201 and more

10 ( 8.1)

Number o f Annual Convention Attendees
Less than 500

60 (48.4)

500-1,500

30 (24.2)

1,501-5,000

16 (12.9)

5,001 and more

10 ( 8.1)
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meetings organized (%"=8.64, df=2, p<.05), and the size o f the annual convention
(%"=17.5, dfr=2, p<-01). M eeting planners who utilized the services o f CVBs more
frequently had been in the industry for more than 10 years, had organized less than 50
meetings in the past two years, and annual conventions they had organized were attended
by more than 1,500 people.
Asked about changes in the frequency o f usage o f CVBs’ services during the last
two years, about half o f the respondents (51%) indicated that they turned to CVBs for
assistance as much now as they had two years ago. About one third o f respondents (34%)
were in more frequent contact w ith CVBs now than they were two years ago. Reasons for
utilizing the services o f CVBs less frequently, as indicated by 15% o f respondents, was in
several cases due to meeting planners changing jobs in which they had to plan fewer
conventions/meetings. However, in several instances the quality o f service provided by
CVBs was cited as the major reason. The long tumaroimd time for information requests,
the provision o f proposals inadequate for the specific conventions/meetings, and CVBs’
personnel being perceived as less qualified than that o f independent firms were specific
areas o f concern.

Meeting Planners’ Utilization o f and Satisfaction with Specific CV B Services
Table 4 provides an insight into the specific services used by m eeting planners
and how satisfied they were with each o f those services. Destination information and
referral services are clearly the services utilized by the vast majority o f planners, with
77% and 72% o f respondents respectively indicating their usage. These are followed by
lead services that were used by 52% o f meeting planners. The relatively low number o f
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respondents who used CVBs’ housing assistance services and convention centers m ay be
due to two reasons. O n one hand, it could be argued that it is due to low quality
perceptions among planners for these services- specifically CVBs’ housing assistance has
received some criticism in the trade press in recent years (Porter, 1997).
In this case, however, respondents’ apparent focus on planning sm aller meetings
rather than large conventions to a certain extent precludes the need for both housing
assistance with citywide conventions and meeting space at large convention centers. It is,
however, interesting to note that overall it is fi’e e rather than fee-based services that are
used by a large num ber o f meeting planners. Therefore, the relatively low number o f
respondents using C V B s’ fee-based services (e.g., housing assistance, registration
services) may not sim ply be due to respondents planning m ainly smaller meetings. It
could also be attributable to the perception o f these services offered by CVBs not
representing ‘value for m oney,’ compared to independent firms providing the same
services. This would certainly be an issue deserving further investigation, particularly in
view o f the need for CVBs to diversify their funding sources - something they partly
attempt to accomplish by offering services on a fee basis.
In terms o f satisfaction with services used, destination information services
received the highest mean score (4.2), followed by referral services and convention
centers (3.8). The other services were rated closer to the mid-point, indicative o f a more
neutral evaluation.
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Table 4

Satisfaction

Used
CVB Services

Num ber o f Respondents (%)

Mean

Standard Deviation

Destination Information

95 (76.6)

4.23

.88

Referral Services

89 (71.8)

3.84

.97

Lead Service

64(51.6)

3.51

1.08

Registration Staffing

45 (36.3)

3.59

1.19

Familiarization Trips

44(35.5)

3.74

1.20

Housing Assistance

40 (32.3)

3.72

1.16

Attendance Promotion

37 (29.8)

3.67

1.08

Convention Center

35 (28.2)

3.84

.92

Registration Services

20 (16.1)

3.36

1.15

“ Variables were measured on a 5-point scale, with a value o f 1 being “very dissatisfied’
and a value o f 5 being “very satisfied.”

Trends in Meeting Planners’ Site Selection
Meeting planners can draw on a variety o f sources in their site selection,
including CVBs, site selection firms, and software (e.g., Plansoft, Eventsource). As is
apparent fi-om results presented in Table 5, CVBs are still a favored source by a large
number o f respondents. Their services were used more firequently than those o f site
selection firms by 41% o f respondents, and more frequently than software by 38% o f
respondents. CVB services assisting in site selection being free o f charge and the still
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relatively high cost o f sophisticated planning software may be reasons accounting fbr this
preference for CVBs. However, it has to be also pointed out that about one third o f
respondents indicated that they use site selection firms and software more frequently than
or with the same frequency as CVBs. Whether the use o f these alternative sources will
increase in the next few years will depend on meeting planners’ ‘value for money’
perceptions o f services o f site selection firms and software compared to CVB services.
This is an issue that requires close monitoring.
Internet access appears to be an important consideration in meeting planners’ site
selection, with about two-thirds o f respondents (66%) indicating that it is an important/
very important factor in their decision. Only 5% o f respondents indicated that Internet
access is not at all important in their selection o f a specific site. The importance o f
Internet access in meeting planners’ site selection also requires close monitoring in the
next few years, particularly in view o f the increased importance o f the Internet in the
business environment in general.

Meeting Plaimers’ Expectations and Perceptions o f CVB Services
The original (1988) version o f SERVQUAL was used in this study to ascertain
meeting planners’ expectations and perceptions o f the quality o f CVB services. However,
this study in addition to the seven-point rating scale incorporated a “don’t know”
response option for both expectation and perception ratings. For the expectation ratings,
meeting planners were asked to indicate their expectations for CVBs in general while for
the perception rating they were asked to assess the services o f the Convention & Visitors
Bureau that they had used m ost recently.
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Table 5
Trends in Meeting Planners’ Site Selection fN=124)
Trend

Number o f Respondents (%)

Compared to CVBs
I use Site Selection Firms
M ore frequently

16 (12.9)

Less frequently

51 (41.1)

Sam e

22 (17.7)

D on’t know

35 (28.2)

I use Planning Software
M ore frequently

19(15.3)

Less frequently

47 (37.9)

Sam e

14(11.3)

D on’t know

44 (35.5)

Importance o f Internet Access in Site Selection
N ot Important at all

6 ( 4.8)

N ot very important

11 ( 8.9)

Neutral

25 (20.2)

Important

36 (29.0)

V ery Important

46 (37.1)
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Internal Reliability o f the Expectations and Perceptions Scales
Cronbach’s Coefficient Alpha (Cronbach, 1951), the most frequently used
reliability measure, provided a measure o f the scales’ internal consistency, based on the
average inter-item correlations. The expectations and perceptions scales returned a
Cronbach Alpha Coefficient o f .9834 and .9817 respectively. Consequently, the items
contained in the individual scales can be regarded as internally consistent.

M ean and Gap Scores fi)r SERVQUAL items
The mean scores fbr respondents’ expectations and perceptions o f CVB services,
together with the gap scores and results o f paired sample t-tests are presented in Table 6.
Meeting planners place very high expectations on the services o f CVBs - all but one
mean score exceed the value o f 6 on a 7-point scale, with a value o f seven being
indicative o f strong agreement with individual statements. Meeting planners placed the
highest expectations on the reliability o f service, followed by selected items from the
responsiveness and assurance dimensions. Expectations relating to the tangible and
empathy dimensions were rated relatively low. Turning to perceptions, a very different
picture emerges. The highest ranked perceptions can be fbimd for items from the
assurance and tangible dimensions, while perceptions relating to reliability and
responsiveness are rated relatively low.
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The differences between expectations and perceptions for each item are reflected
in the gap score. Parasuraman et al. (1994) argued that the measurement o f expectations
in addition to the measurement o f perceptions is desirable for its diagnostic value. It can
assist management in the identification o f areas that require attention. In general, the
highest gap scores were found for items rated highest in terms o f expectations, i.e., items
relating to service reliability, suggesting that it is this area in particular that requires
improvement. However, the highest gap score was reported for the item “CVB has up-todate equipment and technology.” Given the pressure on time meeting planners are faced
with in the planning and coordination o f conventions/meetings, the use o f appropriate,
up-to-date technology and equipment by CVBs to service meeting plaimers’ needs is
essential. Equally so is the provision o f the latest technology at CVBs’ conference
centers, particularly so in view o f the increasing competition from independent
conference centers. Meeting planners’ perceptions and needs o f technology are, however,
an issue for further, independent investigation.

Paired Sample T-Tests o f Expectation and Perception Items
Paired sample t-tests provided a further measure o f the magnitude o f differences
between meeting planners’ expectations and perceptions o f CVB services. In all but one
instance, the difference between expectations and perceptions was statistically significant
(p<.01). The ratings fbr the “visual appearance o f CVBs’ physical facilities” was the one
exception for which the mean scores for meeting plaimers’ expectations and perceptions
were very similar.
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Differences in Expectations and Perceptions among Groups o f Respondents
Independent sample t-tests were employed to determine whether there were
significant differences in expectations and perceptions o f service quality o f CVBs
between different groups o f respondents. Meeting planners who had been in the industry
for more than 10 years had significantly higher expectations than meeting planners who
had been in the industry fbr less than 5 years for three expectation items - “CVB
employees are well dressed and o f neat appearance” (t=-2.29, df=69, p<.05), “visually
appealing materials are associated with CVB services” (t=-2.56, dfi=72, p<.05), and
“CVB employees give meeting planners personal attention” ( ^ 2 .3 8 , df.F=20, p<.05).
No significant differences between the two groups were found in terms o f perceptions.
Expectations also differed for meeting planners who had used CVBs only once
and those who had used them two to four times during the last two years. The latter had
higher expectations regarding the following statements; “CVB employees tell planners
exactly when service will be performed” ( ^ 2 .2 , df=25, p<.05), “CVB employees give
prompt service to meeting planners” (t=-2.5, df=25, p<.05), “CVB employees are never
too busy to respond to planners’ requests” (t=-2.2, df=24, p<.05), and “CVB employees
have knowledge to answer planners’ questions (t=-2.1, df=27, p<.05). Interestingly,
though, neither expectations nor perceptions differed between meeting planners who had
used CVBs once and those who had used them five times and more during the last two
years.
Finally, meeting planners rated the quality o f service provided by CVBs o f second
tier cities higher than that o f CVBs o f first tier cities fbr all but one statement, namely
“CVB employees are well dressed and o f neat appearance.” However, only in three
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instances were these différences in perception significantly different - “CVB employees
are never too busy to respond to planners’ requests” (t—2, df=70, p<.05), “planners feel
safe in their transactions with the CVB” (t=-2.6, df=94, p<.01), and “CVB employees are
consistently courteous with a meeting planner” (t=-2.3, df=65, p<.05).

Seven-Point Scale and “Don’t Know” Option
As mentioned earlier, a “don’t know” option had been incorporated in addition to
the seven-point rating scales for the assessment o f meeting planners’ expectations and
perceptions. This was felt necessary since meeting planners m ay sim ply not have any
perceptions o f certain service aspects o f a particular Convention & Visitors Bureau,
specifically o f its tangible aspects. Much o f meeting planners’ contact with CVBs is via
phone, fax, or email. Consequently, they may not be in a position to assess, for instance,
CVBs’ physical facilities and the appearance o f their employees. The average number o f
respondents who rated the SERVQUAL items on the seven-point scale in terms o f
perceptions was 105. However, for three perception items the num ber o f respondents who
chose to rate them rather than using the “don’t know” option was significantly lower than
the average. Only 89 respondents rated “CVB has up-to-date equipment and technology,”
49 respondents rated “CVB has visually appealing physical facilities,” and 78
respondents rated “CVB has employees that are well dressed and o f neat appearance,”
i.e., 35, 75, 46 respondents respectively chose the “don’t know” option. Quite clearly
then, the inclusion o f the “don’t know” option appears to be beneficial since it avoids the
undesirable situation o f forcing respondents to rate aspects they obviously are not
familiar with, thereby distorting the results. The inclusion o f the “don’t know” option
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5.73 (15)

.83

7.18*
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attention

6 .4 4 (1 8 )

5 .9 0 (6 )

.54

4.89*

19, C V B has eonvenient operating hours for a
meeting planner

6 .3 6 (2 2 )

5 .8 1 (1 0 )

.55

4.24*

20, CV B employees give a meeting planner
personal attention

6 ,4 6 (1 5 )

5 .9 4 (5 )

.52

4,76*

,8t

6,78 *

fi.55 (11)__________________5.66(1 7)____________ ^ 9

7.45^
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21, C V B has p lanner's best interest at heart
22. C V B understands specific needs o f a meeting
planner
__________________

6.41

(20)

5 .6 0 (1 9 )

Variables were measured on a 7-point scale; a value o f I indicated strong disagreement and a value o f 7 indicated strong
agreement.
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becomes particularly important for service environments that are characterized by non
face to face contact. With the advance o f business communication and transactions on
line, and via fax, these types o f service environments are likely to become more
commonplace and should be adequately accounted for in research o f service quality.

Factor Structure o f Perception-Minus-Expectation Gap Scores
Prior to running the factor analysis, the correlation between the items was
examined. Furthermore, partial correlation coefficients were assessed; the anti-image
correlation matrix revealed m ostly small values. Consequently, the use o f factor analysis
was justified. The Kaiser-Meyer-Olkin measure o f sampling adequacy was .932,
described by Kaiser (1970) as “marvelous.” Furthermore, Bartlett’s test o f sphericity had
a value o f 578.6 with an associated significance o f 0.000. This test result is a further
indication that factor analysis is appropriate since the correlation matrix is unlikely to be
an identity matrix. Four factors with eigenvalues greater than 1 explained 73% o f the
total variance - factor I accounted for 42% o f the variance, factor 2 for 13%, factor 3 for
11%, and 10% o f the variance were attributable to factor 4. However, the analysis o f the
factor scores revealed that two factors consisted o f only two items. It was therefore
decided to run a factor analysis in which the number o f factors would be restricted to
three. The three factors explained 6 8 % o f the variance; factor I accounted for 42%, factor
2 for 16% and factor 3 fbr 10% o f the variance. The factor scores o f this analysis are
presented in Table 7. Factor 1 incorporates items from PZB’s responsiveness, reliability,
and assurance dimensions, while factor 2 draws mainly on the assurance dimension.
Factor 3 is identical to PZB’s tangibles dimension. Upon further analysis, factor 2 relates
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to personalized service provision. Factor 1 combines knowledge with reliable and
responsive service. The fact that several items load heavily on two factors is important to
note and discuss. A factor loading in excess o f 0.6 on one factor fbr a particular item with
a corresponding factor loading o f less than 0 . 2 on the remaining factors is desirable fbr
the clear interpretation o f the dimensions revealed by factor analysis. However, that was
not the case for several items o f factor 2 that also loaded heavily on factor 1 . It is
suggested that the wording o f these items in particular is a contributor to the items
loading on the two factors.

Overall Evaluation Measures fbr CVB Services
The majority o f respondents had positive perceptions o f the services o f CVBs in
general (Table 8 ). Almost 80% o f respondents indicated that they were satisfied/very
satisfied with CVB services and almost two-thirds o f respondents (63%) perceived the
quality o f service provided by CVBs to be high/very high. More than half o f the
respondents (54%) indicated that the quality o f service provided by CVBs has improved
in the last two years; about 40% o f respondents were undecided on this issue. CVBs’ feebased services were evaluated by more than half o f the respondents. While about 30% o f
respondents agreed that CVBs’ fee-based services represent ‘value for money,’ less than
10% o f respondents agreed that the quality o f CVBs’ fee-based services is higher than the
quality o f their free services. It is also interesting to note that a substantial number o f
respondents (2 2 % and 37% respectively) opted for a neutral response for the two issues.
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1. CV B bas iip-lo ilale equipment & technology

.298

.157

.597

2. C V B has visually appealing physical facilities (e.g., building, furniture)

.055

-.106

. 738

3. CV B employees are well dressed & o f neat appearance

.118

.291

,396

4. CV B has visually appealing materials associated with its services

.137
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Table 8
Overall Evaluation Measures for CVB Services (N=I24)
Statement

Number o f Respondents (%)

My overall level o f satisfaction with CVB services is
Very Dissatisfied

1 ( 0.8)

Dissatisfied

6 ( 4.8)

Neutral

24(19.4)

Satisfied

69 (55.6)

Very Satisfied

24 (19.4)

The level o f overall service quality o f CVBs today is
Very Low

2 ( 1.6)

Low

4 ( 3.2)

Neutral

40 (32.3)

High

68 (54.8)

Very High

10 ( 8.1)

The quality o f service provided by CVBs in
general has in the last two years
Greatly Declined

1 ( 0.8)

Declined

10( 8.1)

Neutral

46 (37-1)

Improved

57 (46.0)

Greatly Improved

10( 8.1)
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Table 8 (Continued)
Overall Evaluation Measures fbr CVB Services (N=124)
Statement

Number o f Respondents (%)

The quality o f CVBs fee-based services is
higher than the quality o f services offered fbr free
Strongly Disagree

2 ( 1.6)

Disagree

15(12.1)

Neutral

46 (37.1)

Agree

9 ( 7.3)

Strongly Agree

2 ( 1.6)

Don’t Know

50 (40.3)

I receive ‘Value for M oney’ from the fee-based services
offered by CVBs
Strongly Disagree

2 ( 1.6)

Disagree

6 ( 4.8)

Neutral

27(21.8)

Agree

27(21.8)

Strongly Agree
Don’t Know

8 ( 6.5)
54 (43.5)
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Multiple Regression Analysis
Multiple regression analysis was employed, with meeting planners’ overall
service quality perceptions serving as the dependent variable. The three factors relating to
service quality presented the independent variables. Results o f the regression analysis are
shown in Table 9. Only 18% o f the variance in overall service quality perceptions was
explained by the regression model, as indicated by the R^ o f .177. The F-ratio o f 8.45 was
significant at the 0.00 level, suggesting that the results o f the equation have not occurred
by chance. Examining the t-statistics for the independent variables, only factor 1 was
significant with a t-value o f 4.785 (pc.Ol), and a beta value o f .4. These results would
suggest that it is foremost reliable and responsive service in addition to CVB employees’
strong knowledge base, that affects meeting planners’ overall service quality perceptions.
In view o f the small variance explained by these aspects it is, however, important to
determine other factors that affect meeting planners’ overall service quality perceptions
o f CVB services.
Critical assumptions for the regression analysis relating to the distribution o f the
dependent variable (normality) and the distribution o f errors (constant variance,
independence, and normality) were tested and satisfied. Since factors rather than
individual variables were used in the regression analysis, multicollinearity among the
independent variables was not an issue.
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Table 9
Results o f the Multiple Regression Analysis
Multiple R

.421

Multiple R Square

.177

Adjusted R Square

.156
.75

Standard Error o f the Estimate
Analysis o f Variance
Sum o f Squares

df

Mean Squares

Regression

14.264

3

4.755

Residual

66.392

118

.563

Total

80.656

121

F=8.45 Sign=.00
Variables
B

Std. Error

Constant

3.623

.068

Factor 1

.326

.068

Factor 2

.081

Factor 3

.069

Beta

t

Sign.

53.349

.000

.400

4.785

.000

.068

.099

1.189

.237

.068

.085

1.018

.311

Durbin-Watson = 2.055
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Meeting Planners’ Use and Evaluation o f CVBs o f Top U.S. Convention Cities
The number o f respondents who had used the services o f a specific CVB in the
last two years, the mean satisfaction rating and the standard deviation are presented in
Table 10. Only about one third o f respondents and less had used the services o f the CVBs
o f the top U.S. convention cities. The CVBs o f Orlando and San Diego received the
highest satisfaction rating with 4.16 and 4.08 respectively on a 5-point scale, followed by
San Francisco, Dallas, and Atlanta. Meeting planners’ satisfaction ratings fbr the majority
o f these CVBs varied considerably, reflected in the relatively large standard deviations.

Table 10
Meeting Planners’ Use and Evaluation o f CVBs o f Top U.S. Convention Cities (N=124)
CVB

Number o f Respondents (%) Mean ^

Standard Deviation

Orlando

45 (36.3)

4.16

.88

San Diego

37 (29.8)

4.08

1.12

San Francisco

37 (29.8)

3.97

.80

Dallas

34 (27.4)

3.88

1.01

Atlanta

37 (29.8)

3.86

.86

Chicago

24 (19.4)

3.79

1.14

Washington, D C.

23 (18.6)

3.57

1.38

Las Vegas

31 (25.0)

3.48

1.18

■Variable was measured on a 5-point scale with a value o f 1 indicating “very
dissatisfied” and a value o f 5 indicating “very satisfied”.
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Meeting Planners’ Use and Satisfaction with Suppliers Recommended by CVBs
About 80% o f respondents indicated that they had decided to use suppliers (e.g.,
hotels, transport services) based on the recommendation o f a CVB. O f those respondents,
the majority (93 respondents or 98%) indicated that overall they were satisfied/very
satisfied with the services o f these suppliers (Table II).

Table I I
Meeting Planners’ U se o f and Satisfaction with Suppliers Recommended b v CVBs

Variable

Number o f Respondents (%)

Use o f Supplier based on Recommendation
o f CVB (N=124)
Yes

95 (76.6)

No

29 (23.4)

Overall Level o f Satisfaction with Services
o f Suppliers (n=95)
Very Satisfied

10 (10.5)

Satisfied

83 (87.4)

Dissatisfied

2 ( 2.1)
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Effect on Meeting Planners o f Experiences with Suppliers Recommended by CVBs
O f the 95 respondents who had used suppliers recommended by CVBs, 70
respondents (74%) indicated that the quality o f service provided by these suppliers had
positively influenced the outcome of their convention/meeting. In contrast, only 15
respondents (16%) stated that suppliers’ quality o f service had a negative impact on their
convention/meeting.
Results in Table 12 provide an indication o f the effects positive experiences with
suppliers recommended by a CVB had on meeting planners’ relationship with the specific
CVB and CVBs in general. More than half o f the respondents (60%) who had positive
experiences with suppliers used the specific CVB s referral services m ore often as a
result. However, only 20% o f respondents indicated that they had used the specific
CVB’s fee-based services afterwards as a result o f positive experiences with suppliers
recommended by that CVB. Similarly, about 60% o f respondents had greater confidence
in referral services o f CVBs in general, but only about 15% o f respondents indicated
greater confidence in fee-based services o f CVBs in general as a result o f positive
experiences with suppliers recommended by CVBs. It is also important to note the
substantial number o f respondents who opted for the “don’t know” response category for
the use o f fee-based services.
Meeting planners’ responses to the effect o f negative experiences with suppliers
recommended by CVBs are also provided in Table 12. However, in view o f the very low
number o f respondents to these questions (n=15) and the consequent inconclusive nature
o f these results, no further comments are felt appropriate.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

87
Table 12
Effect on Meeting Planners o f Experiences with Suppliers Recommended bv CVBs
Variable

Number o f Respondents (%)

Positive Experience with Suppliers (n=70)
Use specific CVB’s referral services more
Disagree

8(11.5)

Neutral

15 (21.4)

Agree

42 (60.0)

Don’t Know

5 (7 .1 )

Used specific CVB’s fee-based services afterwards
Disagree

9 (12.9)

Neutral

11(15.7)

Agree

14 (20.0)

Don’t Know

36 (51.4)

Have greater confidence in referral services o f CVBs in general
Disagree

7 (10.0)

Neutral

14 (20.0)

Agree

44 (62.9)

Don’t Know

5 (7 .1)
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Table 12 (Continued)
Effect on Meeting Planners o f Experiences with Suppliers Recommended bv CVBs
Variable

N um ber o f Respondents (%)

Have greater confidence in fee-based services o f CVBs in general
Disagree

6 ( 4.8)

Neutral

13 (10.5)

Agree

18 (14.5)

Don’t Know

33 (47.1)

Negative Experience with Suppliers (n=I5)
Continued to use specific CVB’s referral services
Disagree

1 ( 6.7)

Neutral

5 (33.3)

Agree

9 (60.0)

Used specific CVB’s fee-based services afterwards
Disagree

4(26.7)

Neutral

5 (33.3)

Agree

3 (20.0)

Don’t Know

3 (20.0)
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Table 12 (Continued)
Effect on Meeting Planners o f Experiences with Suppliers Recommended bv CVBs
Variable

Number o f Respondents (%)

Did not use referral services o f CVBs in general afterwards
Disagree

8 (53.3)

Neutral

4 (26.7)

Agree

1 ( 6.7)

Don’t Know

2 (13.3)

Did not use fee-based services o f CVBs in general afterwards
Disagree

8 (53.3)

Neutral

2 (13.3)

Agree

1 ( 6.7)

Don’t Know

4 (26.7)

Non-Users of CVB Services
Industry Experience o f Respondents
As stated previously, 82 respondents (39.8%) indicated that they had not used the
services o f CVBs during the last two years. The largest number o f these respondents
(42%) had worked in the industry for more than 10 years, followed b y 39% o f
respondents with 5 to 10 years industry experience. The majority o f respondents (73%)
had organized up to four conventions in the last two years. More than half o f the
respondents (55%) organized annual conventions attended by less than 500 delegates.
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The median for the number o f annual convention attendees was 225; average convention
attendee numbers ranging from 35 to 11,000. Finally, about two-thirds o f the respondents
had organized up to 50 meetings during this period. The median for the number o f
meetings organized during that period was 30; the number o f meetings organized ranging
from 2 to 600. (Table 13)

Comparison o f Users and Non-Users o f CVB Services
Chi-square analysis indicated that users and non-users o f CVB services differed
significantly for only one o f the above variables; the number o f conventions organized in
the last two years (%^ =5.86, df=2, p<.05). Users o f CVB services had organized a greater
number o f conventions than non-users in the last two years. This is perhaps indicative o f
association meeting planners making greater use o f CVB services than corporate meeting
planners.

Meeting Planners’ Reasons for not using CVB Services
Table 14 shows the level o f respondents’ agreement with certain factors
impacting the decision not to use Convention & Visitors Bureaus in the planning and
coordination o f conventions/meetings. The fact that the standard deviation for all these
factors is substantially greater than 1 is o f particular interest since this is indicative o f a
wide range of opinion on the issue. The desire to deal directly with suppliers attracted the
highest level o f agreement. It is apparently a major reason for not using the services of
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Table 13
Industry Experience o f Respondents (N=821
Industry Experience

Number o f Respondents (%)

Experience in Meeting Management (Years)
Less than 5

16 (19.5)

5-10

32 (39.0)

11-19

28 (34.2)

20 and above

6 ( 7.3)

Number o f Annual Conventions organized (last two years)
Less than 5

60 (73.2)

5-10

12 (14.6)

11 and more

7 ( 8.5)

Number o f Meetings Organized (last two years)
Less than 50

53 (64.6)

50-200

22 (26.8)

201 and more

5 ( 6.1)

Number of Annual Convention Attendees
Less than 500

45 (54.9)

500-1,500

13 (15.9)

1,501-5,000

7 ( 8.5)

5,001 and more

K 1.2)
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Table 14
Mectinu Planners’ Reasons for not U sine CV B Services (N=82)

o
■a

Statement

SD

D

N

A

SA

Mean “ Sid, Dev,
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CD
■D
O
Q.
C
o
3
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1. Prefer to deal directly with suppliers

9 (1 1 ,0 )

2 ( 2 ,4 )

10(12,2)

18(22,0)

38 (46,3)

3,96

1.34

2. CVRs are only interested in large,
citywide conventions

9 (1 1 .0 )

10(12,2)

13(15,9)

17 (20,7)

11(13,4)

3,18

1,33

3, Fee-t)iised services o f CVUs do not
represent value for money

7 ( 8,5)

5 ( 6 ,1 )

13(15,9)

5 ( 6,1)

10(12,2)

3,15

1,41

4. Long turnaround time for information
requests

11(13,4)

11(13,4)

23 (28,0)

14(17,1)

3 ( 3,7)

2,79

1,13

5, Provision o f outdated information about
CVB members

10(12,2)

10(12,2)

19(23,3)

7 ( 8,5)

4 ( 4.9)

2,70

1,18

6, CVBs have incom petent staff

17(20,7)

14(17.1)

14(17,1)

4 ( 4,9)

6 ( 7,3)

2,42

1,30

7, Dissatisfied with lead system o f CV Bs

18(22,0)

10(12,2)

6 ( 7,3)

3 ( 3,7)

6 ( 7,3)

2,28

1,44

12(14,6)

5 ( 6,1)

6 ( 7.3)

2,17

1,27

Q.
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8. Not aware o f CVB services usefid
for convention planning

.

28(34,1)

19(23,2)

Note, SD = Strongly Disagree; D = Disagree; N = Neutral; A = Agree; SA = Strongly Agree
“ All variables were measured on a five-point scale, with a value o f 1 indicating strong disagreement and a value o f 5 indicating strong
agreement
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CVBs, with about two-thirds o f respondents agreeing/strongly agreeing with this
statement. Some o f the other factors presented in Table 14 can be regarded as
contributing factors for non-users bypassing CVBs in favor o f direct contact with
suppliers. Almost 40% o f respondents agreed that the perception o f CVBs being
interested in providing assistance to large, citywide conventions only was a reason for not
using them. The long tiumaround tim e for information requests and the perception o f feebtised services not representing ‘value for money’ (agreement o f about 20% o f
respondents in both instances) are also o f importance in this context. Several o f these
factors have already been recognized in the past as reasons for the underutilization o f
CVB services (Grimaldi, 1997). Despite efforts by the International Association o f
Convention & Visitor Bureaus (lACVB) and individual bureaus to educate meeting
planners about their services and correct misperceptions, and improve the
professionalism o f CVBs (Bielski, 1998; Welt, 1998), apparently more work is required
in these areas.
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CHAPTERS

SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS
Summary, Conclusions, and Recommendations
The goal o f this study was to gain a better understanding o f the relationship
between meeting planners and Convention & Visitors Bureaus. In particular, meeting
planners’ behavior and their perceptions o f CVB services were o f interest.
The specific objectives o f the study were as follows:
1. to determine meeting planners’ fi'equency and changes in fi’equency o f use o f
CVB services in general and o f specific CVB services;
2. to examine emerging trends in meeting planners’ site selection that affect
CVB services;
3. to establish whether significant differences exist between meeting planners’
expectations o f CVB services in general and their perceptions o f the
performance o f the CVB they had used most recently;
4. to identify determinants o f planners’ overall service quality perceptions;
5. to ascertain how the CVBs o f the top U.S. convention cities compare in terms
o f meeting planners’ overall satisfaction with their services;
6. to examine the effect o f CVBs’ recommendation o f suppliers on meeting
planners’ subsequent use o f CVB services; and

94
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7- to establish meeting planners’ reasons for not using CVB services
A review o f the literature identified the SERVQUAL instrument (Parasuraman et
ai., 1988) as the m ost popular instrument to assess an organization’s level o f service
quality, i.e., to ascertain respondents’ expectations and perceptions and potential gaps
between them. This instrument was adapted for the context o f the study and represented
an integral part o f the survey questionnaire. Trade publications and interviews with
meeting planners and CVB executives proved invaluable in the design o f questions
addressing study objectives other than the assessment o f service quality.
The Internet was used as the survey medium for two separate questionnaires;
questionnaire 1 was directed at meeting planners who had used CVB services during the
last two years and questionnaire 2 addressed meeting planners who had not used the
services o f CVBs during that time. More than 200 meeting planners responded to the
survey. O f those respondents, 124 meeting planners had used the services o f CVBs
during the last two years while 82 respondents had not used CVBs.
The majority o f respondents (52%) had used CVBs tw o to four times during the
last two years, i.e., relatively infrequently. Cross-reference w ith the characteristics in
terms o f industry experience suggested that CVB services are still more frequently used
by association meeting planners than by corporate planners. This fact still prevails despite
the efforts o f individual CVBs and lACVB to specifically target more corporate planners.
It is, however, also important to point out that about one third o f respondents
(34%) indicated that they used CVBs now more frequently than they did two years ago,
and those respondents were mostly corporate planners. This suggests that the efforts o f
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CVBs and lACVB had some success. Yet, for corporate planners to become a viable
market segment for CVBs, the marketing efforts have to be continued.
Results o f the study also indicated that it is free rather than fee-based services o f
CVBs that were used by meeting planners. This could sim ply be attributed to the fact that
many survey respondents were corporate plaimers who do not require fee-based services
(e.g., registration services). However, it is suggested that this m ay very well be the result
o f fee-based services being perceived as not representing ‘value for money’ - an issue
that requires further investigation.
Careful and continuous monitoring o f meeting planners’ use o f site selection
firms and planning software versus the use o f CVB services is also essential. Results o f
this study indicated that already at this stage almost one third o f respondents used site
selection firms and planning software with the same or greater frequency than CVB
services. In order to be responsive to market needs and to compete more effectively, the
quality o f services provided by CVBs has to be improved and the price structure o f feebased services reviewed.
Almost two-thirds o f respondents indicated that Internet access is an important
consideration in the selection o f a site. The importance o f Internet access in meeting
planners’ site selection is likely to increase in the next few years in view o f the ensuing
popularity and dispersion o f the Internet in business settings. Therefore, private CVBs
would be well advised to reinforce to their members the importance o f Internet access to
meeting planners. In addition, Internet access should be provided at CVBs’ convention
center facilities, if it is not already in place.
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Meeting planners’ expectations and perceptions were established to assess
CVBs’ service quality provision. The highest expectations were placed on the reliability
and assurance o f service. In contrast, expectations relating to tangibles and empathy were
rated relatively low. The highest ranked perceptions were found for assurance and
tangibles, while perceptions relating to reliability and responsiveness were rated
relatively low. These results are consistent with other studies that have utilized the
SERVQUAL instrument (e.g., Bojanic & Rosen, 1994; Pick & Ritchie, 1991, Lee &
Hing, 1995). This is not surprising since it is reflective o f the difficulty to address the
potential variability o f service delivery and the relative ease with which tangible aspects
can be addressed.
Two hypotheses had been established relating to expectations and perceptions.
Hypothesis 1 - meeting planners’ expectations o f individual service quality dimensions
for CVBs in general will not differ significantly - has to be refuted in view o f the study
results. Meeting planners who had been in the industry for more than 10 years had
significantly higher expectations than meeting planners who had been in the industry for
less than 5 years for two expectation items fi-om the tangible dimension and one item
relating to empathy. Expectations also differed depending on the firequency o f use o f
CVB services. Hypothesis 2 - meeting planners’ perceptions o f individual service quality
dimensions will differ significantly - is supported. Specifically, plaimers’ perceptions o f
the service quality provided by CVBs o f second-tier cities were significantly higher than
those o f CVBs o f first-tier cities for two assurance items and one responsiveness item.
Overall, perceptions fell significantly short o f expectations for all SERVQUAL
items - again, a result that is consistent with findings from previous studies.
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Several recommendations can be made on the basis o f these results. In view o f
the high expectations o f meeting planners a concerted effort by CVBs to establish more
realistic expectations is likely to be beneficial. This suggestion is based on the realization
that the higher the expectations, the more scope there is for disappointment when
perceptions fall short o f expectations. Quite clearly, improvements in CVBs’ service
quality are necessary in order to meet planners’ expectations. These may take the form o f
changes in operations, training o f employees and internal marketing. CVBs should focus
first on the most important areas identified in this study in view o f their limited fimding.
Finally, the fact that meeting planners’ perceptions o f service quality are higher for CVBs
o f second-tier cities compared to CVBs o f first-tier cities could be actively promoted by
the former CVBs in an effort to attract more convention business to these cities.
Hypothesis 3 - meeting planners’ overall level o f satisfaction with services
provided by different CVBs will differ - was supported by study results. The CVBs o f
Orlando and San Diego received a significantly higher satisfaction rating than the
remaining six CVBs that meeting planners were asked to rate. It would be useful to focus
on the top rated CVBs and determine what in particular contributed to meeting planners’
high overall satisfaction rating.
The vast majority o f respondents (80%) indicated that they had decided to use
suppliers based on the recommendation o f a CVB. The level o f satisfaction with the
services o f these suppliers was very high. In many instances the quality o f service
provided by these suppliers had positively influenced the outcome o f planners’
convention/meeting. Hypothesis 4 - following a positive experience with a supplier
recommended by a CVB, a meeting planner will use the referral services o f CVBs in
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general more frequently - received strong support from the study results. About 60% o f
respondents used the referral services o f CVBs in general and also those o f the specific
CVB more frequently. In contrast, only about a fifth o f the respondents indicated that
they used the fee-based services o f CVBs in general and o f the specific CVB more
frequently as a result o f positive experiences with suppliers. Only a very low number o f
respondents (15) reported negative experiences with suppliers recommended by a CVB.
Therefore, hypothesis 5 - following a negative experience with a supplier recommended
by a CVB, a meeting planner will use the referral services o f CVBs in general less
frequently - could neither be supported nor refuted conclusively.
Finally, non-users o f CVB services indicated that a major reason for not using
CVBs in their convention/meeting planning was a preference to deal directly with
suppliers. It was argued that this preference was partly the result o f other high ranked
reasons, such as the perception that CVBs are only interested in large, citywide
conventions and the long turnaround time for information requests. Previous suggestions
o f more effective target marketing, improvements to the quality o f services provided and
a review o f the price structure o f fee-based services are also appropriate to address these
areas o f concern.

Future Research Suggestions
This study incorporated numerous aspects o f the relationship between meeting
planners and CVBs in order to gain an initial understanding in an area that has not
received much research attention so far. The attempt to capture a broad overview comes
at the cost o f in-depth assessment o f specific areas. Future research on the relationship
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between meeting planners and CVBs is likely to benefit from more focused studies, e.g..
CVBs' service quality, the effect o f CVBs' recommendation o f suppliers etc. For
instance, in regard to measuring service quality o f CVBs, modifications to the
SERVQUAL instrument, such as the measurement o f a ‘zone o f tolerance’ and
importance ratings o f individual items (Parasuraman et al., 1994), could be incorporated.
More focused studies are also likely to result in shorter questionnaires that m ay have a
positive effect on the response rate.
In view o f CV Bs’ desire to better understand meeting planners, periodic studies
establishing planners’ expectations and perceptions o f service quality would prove
beneficial. In that way, changes in expectations can be detected early and addressed in a
timely manner. A t the same time, it is also possible to monitor the effectiveness o f
service quality programs.
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APPENDIX A
HUMAN SUBJECT PROTOCOL APPROVAL

UNTV
DATE:

September 9, 1999

TO :

FROM:
RE:

Karin Weber
Denartmenc of Hotel Management
M/S 6023

/y\.j^\jU iyr

— '

. pr- William E. Schulze, Director
c ^ b é f i c e of Sponsored Programs (X1357)
Status of Human Subject Protocol Entitled:
"CVBs and Service Quality"
OS? #S05s0999-09Se

The protocol for the project referenced above has been
reviewed b y the Office of Sponsored Programs and it has been
determined that it meets the criteria for exemption from
full review b y the DNLV human subjects Institutional Review
Board.
This protocol is approved for a period of one year
from the date of this notification and work o n the project
may proceed.
Should the use of human subjects described in this protocol
continue beyond a year from the date of this notification,
it will be necessary to request an extension.
If you have a n y questions regarding this information, please
contact Marsha Green in the Office of Sponsored Programs at
895-1357.

cc;

W. Roehl
DSP File

{HTLM-S023)

Office of Sponsored Programs

Æ5 0 5 Mar/land Parkway • Box 451037 • Las Vegas. Nevada 39154-1037
(702) 895-1357 • FAX (702) 395-4242
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A P P E N D IX B
S L 'R \ 'E Y I N S T R U M E N T

You are a meecinu mana2:er vvho durin-z the las: 2 vears has

• U S E D th e serv ic e s o f C o n v e n tio n . & V i s it o r s B u re a u s fo r y o u r
c o n v e n tio n .-m e e tin g
p l a n n in g

Please click: here
• N O T U S E D th e s e r v ic e s o f C o n v e n t i o n & \ 'i s i : o r s B u re a u s f o r y o u r
c o n v e n ti o n
p la n n in g

Please click here
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Service Quality o f Convention and Visitors Bureaus

Dear Meeting Nfanager.
In recent years there has been much debate on the role o f Convention and Visitors Bureaus
(CVBs). Numerous articles in trade publications discussed not only the usefulness but also the
quality of the various services provided to meeting m anagers by CVBs. For my masters thesis
I have designed this study to capture your experiences with and opinions on CVB services.
O f particular interest are:
• the frequency o f usage o f CVBs' services in your convention/meeting planning;
• your level o f satisfaction with specific services, and services o f CVBs overall;
• and your assessment o f the quality of services provided by CVBs.
Every effort has been made to make this survey as brief and user-friendly as possible. It should
take no longer than 15 minutes to complete the survey. Please note that you may obtain a copy
o f the summary o f the final results FREE OF CHARGE upon completion of the study —Just
indicate at the end o f the survey to which email address you would like the results posted.
All information provided will be kept strictly confidential. Thank you very much for your
participation.
Sincerely,
Karin Weber, Graduate Snident, William F. Harrah College o f Hotel Administration,
University of Nevada, Las Vegas

Please Click Here for Survey Q uestionnaire
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SECTION A - USE O F CONVENTION & VISITORS BUREAUS (CVBs)
L P le a se in d ic a te h o w o f te n y o u h a v e u tiliz e d th e s e r v ic e s o f a C o m e n tio n & V is ito rs
B u re a u d u r in g th e la s t 2 v e a rs w h e n p la n n in g a n d c o o r d in a tin g c o n v e n tio n s a n d
m e e tin g s ?

O n ce

2 -4 T im e s

5-10

M o r e t h a n 10
T im e s

T im e s

D o n ’t

K no w

2 . B e lo w is a lis t o f s e r v ic e s o f f e r e d b y C V B s . I f y o u h a v e u s e d a n y o f th e s e s e r v ic e s t o r
y o u r c o n v e n tio n p la n n in g - c o o r d in a tio n p r o c e s s d u r in g th e la s t 2 v ea rs. p le a s e in d ic a te
your overall level of satisfaction with this service ( p le a s e re s p o n d to e a c h s e r v ic e
liste d ). F o r y o u r s a tis f a c tio n ra tin g , p le a s e u s e tire f o llo w in g g u id e lin e s.

1 = 1'ery
Dissatisfied

2 = Dissatisfied

3 = N eutral

4 = Satisfied

5= ^ery
Satisfied

Xore: [ f voit have not used a specific scn-tce dttrin" the last 1 vears. please leave rhe ~\or Used" t^nrinn
checked.

Not
Used

Service
D e s tin a tio n In f o r m a tio n
F a m ilia r iz a tio n T r ip s

Referral Services for Local Suppliers
Lead S ervice
H o u s in g A s s is ta n c e

! X-

C o n fe r e n c e C e n t e r

Promotion of Convention Attendance
R e g is tra tio n S e r v ic e s
R e g is tra tio n S ta llin g

3. Compared to 2 years ago. do you use CVBs’ services for your convention/meeting
planning and coordination
.M o re
F re q u e n tly

L ess F re q u e n tly

T he S am e

4. Please provide the reason (s) for your answ er to Question 3.
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5. C o m p a re d to C V B s . d o v o u u s e in v o u r c o n v c n ti o a 'm e e t m g p la n n in g S I T E
S E L E C T IO N F IR M S

F r e 'i u c n tl y

~

^

F re q u e n tly

Q

T he S am e

J

D o n 't K n o w

6 . C o m p a re d to C V B s . d o y o u u s e in y o u r c o n v e n tio n , m e e tin g p la n n in g S O F T W A R E
(e .g .. P la n s o f t. E v e n t-s o u r c e )

F r c 'iu e n tl v

7.

-

H o w im p o rta n t is a c c e s s

F re q u e n tly

O

to the Internet

T he Sam e

J

D o n ’t K n o w

-i

in y o u r s e le c tio n o f a s p e c ific s ite

P le a s e C h o o s e O n e

SECTION B - SERVICE QUALITY OF CVBs
I. P le a s e s p e c if y th e C V B th a t y o u 'v e used most recently to a ss ist y o u in y o u r
c o n v e n tio n /m e e tin g p la n n in g & c o o r d in a tio n a n d th e t i m e (m o n th /y e a r) w h e n y o u u s e d
th e s e r v ic e s o f th is C V B .
N a m e o f CV B
The

overall quality of service

I

\

W h e n L 's e d

p r o v id e d to y o u b y th e C V B y o u id e n tifie d a b o v e w a s

Please Choose One

p]

2 . P le a s e in d ic a te th e e x te n t to w h ic h y o u a g r e e 'd is a g r e e w i t h E A C H o f th e fo llo w in g
s ta te m e n ts .
O n th e left s id e , p le a s e fill in th e c ir c le th a t b e s t d e s c r ib e s th e e x te n t to w h ic h y o u th in k
th a t a C V B offering e x c e l l e n t quality of service w o u ld p o s s e s s th e fe a tu re d e s c r ib e d in
e a c h s ta te m e n t. O n th e right s id e , p le a s e fill in th e c ir c le t h a t b e s t d e s c rib e s tlie e x te n t to
w h ic h y o u th in k th a t, b a s e d o n v o u r p e r s o n a l e x p e rie n c e , th e s p e c if ic C \ B y o u 'v e
id e n tif ie d a b o v e h a s th e fe a tu r e d e s c r ib e d in e a c h s t a te m e n t . P le a s e p ro v id e BOTH
E x p e c ta tio n and P e rc e p tio n ra tin g s f o r EACH Statem ent. F o r y o u r ra tin g , p le a s e
fo llo w th e g u id e lin e s b e lo w .

1

2

3

4

5 6

7

X

Expectations:

Strongly Disagree

Strongly Agree

Perceptions:

Strongly Disagree

Strongly Agree

Expectations
(.An e x c e lle n t C V B w o u l d h a v e ...)
( C V B {identified

^now

Perceptions
above) h a s ...)
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5 16 1 7 . X

3 14

i I

iip-to date
equip m ent &
technology
visually appealing
physical facilities
(e.g.. building,
furniture, carpet)
employees that
a r e vvell dressed
& of near
appearance
visually appeahng
materials
associated with its
services (e.g.,
brochures, RFPs)
2

3

4

5 6

7

Expectations:

Strongly Disagree

Strongly Agree

Perceptions:

Strongly Disagree

Strongly Agree

X
Don V
Know
Don 'i
Know

Expectations
Perceptions
(.An excellent CVB...)
(CVB {identifiedabove)...)
l i 2
j
- !
i^
i
I

; 3
i

4 : 5 : 6
;

7 ; X :

i1 2
1
; when prom ising i
! .5 ^
something | ^
i ! 1^
~
a certain time, [
; ; ! •
i
does so
j
j ; j ;
;
shows sinccre i :
^ , interest in solving
^
a meeting
^
1
planner’s problem |
i
: 1
;
1
perform s the .
:
:
‘ O ‘C ’ G O i
1 service right the
{ q iQ
[ j ■ ; 1
1
first time
j :
provides its
|
^ ;C " .
Y: 2 ‘ •
services at the ! Q
time promised • :
insists on
:
■" ~. ! : •"
: •
error-free
;O ^
;
,
!
records

7

X

o

c

•

o

c , #

C

o

c

•

^

c

c

•

|3 :4 r5
i . ;
^
^
! ! ^
1
|
|

6

,
|
lO
i
•
i^
[
I
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2

/

3

4

s 6

A'
Don't
Know
Don't
Know

7

Expectations:

Scrongiy Disagree

Strongly Agree

Perceptions:

Strongly Disagree

Strongly Agree

Expectations
Perceptions
{An excellent CVB’s ...)

{ C A B ’S

{identified abttyeu..)

1 ;2 ;3 ,4:5
’ i
: i
i

!

i

f•
1

rt
:

!
I
C I c lO : \_ _ ' : — .
i
1

1

1

1

;
1

j

: iO
1

c
I

!~

6

7

1

X

I

employees tell a .
planner exactly
-? C ; .* when services will
I
be perform ed
employees give
prompt service to a 2
meeting planner :
!
1
employees are
alway
s willing to . _
*
help a meeting ' ^
planner
employees are
never too busy to ?
5
respond to a
:
planner’s
requests
i
'
'I
/

2

3

4

5 6

2 ;3

4

5

6

7

X
(g

#

G
i
1

i

J i

!

-

!
I

^

7

Expectations:

Strongly Disagree

Strongly Agree

Perceptions:

Strongly Disagree

Strongly Agree

.

X
Don't
Know
Don't
Know

Expectations
Perceptions
(CVB's

(An excellent C V B 's...)
{identified above)...)
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1 ^2 I 3

5 f6 : 7 i X
1 2
;
employees’
:
1
i 1
behavior instills
_ 1
1'.V
1
1
confidence in a
- ;—
;
!
meeting
planner
1
j i
;
customer (meeting
G- Î ; ~ - i planner) feels safe
,
- , " :
* in transactions with - ;
the CVB
employees are
1
; consistently
,
i - :
cour t eous with a - ' j
meeting planner
: i ;
employees have
^ i
_ ■the knowledge to
_
1 j i
^
answer a meeting
;
1
1
[
planner's questions

: I
_ ; v_- 1
;

!
~
-

- , —
-

-

- :
: :

/

2

3

4

5 6

3

Ï7 : X

4

|

^

^

i o i =51 ’
Î

i

_ _
- .

-

^

_
- ,-

^

-

,
-

_

*

C

'2

7

Expectations:

Strongly Disagree

Strongly Agree

Perceptions:

Strongly Disagree

Strongly Agree

X
Don't
Know
Don't
Know

Expectations
Perceptions
(An excellent C V B ...)

(CVB
{identified above)...)
1 ;2

1 |2 | 3 i 4 [ 5 i 6 I 7 i X
'

!,

gives a meeting
planner
individual
attention
has convement
operating hours for
; a meeting planner
: employees give a
Î meeting planner
personal attention
has a planner's best
interest at heart
understands
specific needs o f a
m eeting planner

2

;
•I

2

The following questions are concerned with your feelings about the service
of CVBs in general
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3 . T h e qualitv o f service p r o v id e d b v C V B s in g e n e ra l
h a s d u r in g th e la s t tw o v e ï r s
'
"
4.
is

T h e le v e l o f

overall serxice quality

o f C V B s to d a y

_,

_

_

Please Choose One

5 . T h e q u a litv o f fee based services o f f e r e d b v C V B s is
h ig h e r th a n th e q u a l i t y o f seiwices offered for free

Please Choose one_

6. [ re c e iv e "value for monev" fro m t h e fe e b a s e d
scrxiccs oircrcd b v C V B s
'

Please Choose One

7. \ [ v overall
C V B s is

Please Choose One

level of satisfaction

w i t h th e s e r v ic e s o f

pR

p- ;
i
,—

[7

_

S. B e lo w is a lis t o f th e to p c o n v e n tio n c i t i e s in th e U n ite d S ta te s . I f y o u h a v e used
s e r v ic e s of the CVB of the specific city d u r i n g th e la s t 2 v e a r s . p le a s e i n d ic a te y o u r
overall level o f satisfaction with its services (p le a s e re s p o n d f o r e a c h c ity ) . F o r y o u r
s a tis fa c tio n r a tin g , p le a s e fo llo w th e g u i d e li n e s b e lo w .

D islfîb fie i

2 = Dissatisfied

3 = Neutral

4= Satisfied

the

s2 tilfi? d

\nrc: I f you have not used :he sendees o f a soecrtrc Ct'B durfng die lasr 2 years, please leave the "S'or
Lseei" onnnn checked.

Not
Used

CVB
I.Ui \ eg-.ii
C h ic a g o
A tla n ta
S a n F ra n c is c o
O ria n d o
W a s h in g to n D C .

Sun Diegii
D a lla s

SECTION C - SERVICE QUALITY O F C V B s' RECOMMENDED SUPPLIERS
I . H a v e y o u e v e r d e c id e d to use a supplier(s) (e .g .. h o te ls , tr a n s p o r t s e r v ic e s ) f o r y o u r
c o n v e n tio n s /m e e tin g s based on the recommendation of a CVB?

Y es

' Please go w Qaestion

2. H a v e th e re b e e n in s ta n c e s w h e n th e quality
re c o m m e n d e d to y o u b y a C V B h a s negatively

Seem n D

o f service provided by suppliers
influenced the outcome of y our

coil ven tion/meeting?
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no
-

Vos

PlciLsc go rc) OuesLion

C '

Please

'

Onesiion

3. Please indicate the effect the negative experience with a supplier recommended by
a specific CVB had on your relationship with CVBs (please respond to each
statement). Please to Ilow the rating guideline below.
J

4

5

Scrongiy Disagree

X
Don't Know

Strongly Agree

Effect
"
continued ti< use soecific CA'B's referral
serv ices

;

I

used specific CVB’s fee-based services afterwards ;
did not u.ve referral serv ices of C \ Bs in general
aftcnvard.s
■
did not use fee-based services o f CVBs in general ;
afterwards
|

3

2

:

-

; —
1

-

5 ,

X

"■

••
•
••

;

;

_

!' —

1

4

*

4. Have there been instances when the quality o f service provided by suppliers
recommended to you by a CVB has positively influenced the outcome of your
con ven tion/meeting?
2-

Please go to Question

O

No

Plecise go to O;test:on
6

5. Please indicate the effect the positive experience with a su p p lier recommended by a
specific CVB had on your relationship with CVBs (please respond to each statement).
Please follow the rating guideline below.
2

3

4

5

Scrongiy Disagree

Effect

Strongly Agree
;

use snecific CA B's referral services m ore
used specific CVB’s fee-based services afterwards
have greater confidence in referral services of ,
CVB'S in general
have greater confidence in fee-based services o f :
CVBs in general
1

1

O

:

2

X
Don't Know

! 3 : 4 . 5 ;
! -- : c ; o i
1 —

X

;’ —

••

. Please indicate your overall level of satisfaction with the services o f SUPPLIERS
recommended to you by CVBs. Please Choose One
6

SECTIO N D - INDUSTRY EXPERIENCE
Please indicate the following
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1. Vears o f experience in convention/meeting
m anagem ent
2. Number o f annual conventions organized during the
last 2 years
3. A pproxim ate num ber of meetings (other than
annual conventions) organized during the last 2 years
4. Number o f annual convention attendees (average)

YOUR ASSISTANCE WITH THIS SLfRVEV IS GREATLY
APPRECIATED.

THAXK YOU VTRY MUCH
COPY O F V SUMMARY REPORT
If you would like to receive a summary o f the final results, please provide your email
address below
Enuiil Address

I

i S u b m it j R e s e t
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Service Quality of Convention and Visitors Bureaus
Dear Meeting Manager,
fn recent years there has been much debate on the role o f Convention and Visitors Bureaus (CVBs).
Numerous articles in trade publications discussed not only the usefulness but also the quality of the
various services provided to meeting managers by CVBs.
For my masters thesis I have designed this study to capture your experiences with and opinions on CVB
services. In particular I'm interested in your reasons for not using the services o f CVBs during the last two
years for your convention/meeting planning.
Every effort has been made to make this survey as easy and user-friendly as possible. It should take no
lunger than 3 minutes to complete the survey. Please note that you may obtain a copy of the summary of
chc final results FR.EE OF CH.AR.GE upon completion of the research project - just indicate at the end of
the survey to which email address you would like the results posted.
All information provided will be kept strictly confidential. Thank you very much for your participation.
Sincerely,
Karin Weber, Graduate Student, William F. Harrah College o f Hotel Administration,
University of Nevada. Las Vegas

Please Click Here for Survey Questionnaire
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SE C T IO N A - REASONS FO R NOT USING SERVICES OFCV'Bs
I. Please indicate the extent to which you agree'disagree that tlie following statements
are reasons whv vou have not used the services of a CVB in your convention
planning/execution during the last 2 years (please respond to each statement). In your
rating, please follow the guidelines provided below.

Srronglv Disagree

X
Don't Know

Scrongiy Agree

.\'ote: I/ycju cannot cnmmenr on a specific statement, please leave the "Don't Know" ontinn checked.

Statem ent
not aw are of CV B services useful for convention
planning/execution

1 ; 2 : 3

c
:

_

prefer to deal directly with suppliers

CVBs have incompetent staff
|

:
•••

■
1

i O

fee-based services o f CVBs do not represent value
for money
CVBs are only interested in large, citv wide
conventions
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provision o f outdated information about CVB
members

O ther (please specify)
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SEC TIO N B - INDUSTRY EXPERIENCE
Please indicate the following
1. Vears of experience in convention/meeting
management
2. Number o f annual conventions organized during the
last 2 years
3. .Approximate nu m b er o f m eetings (other than
annual conventions) organized during the last 2 years
4. Number o f annual convention attendees (average)

YOUR ASSISTANCE WITH THIS SURVTY IS GREATLY

APPRECIATED.

THANK YOU V ERY MUCH
COPY O F A SL.M.VIAR\ REPORT
If you would like to receive a summary o f the final results, please provide your email
address below
Email Address
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